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Important news will reach you soon 
regarding a most original and in- 
tensive fall merchandising campaign 
to create immediate sales of .. . 


1847 ROGERS BROS. 


FOR 90 YEARS + AMERICA’S FINEST PLATE 
APRODUCT OF OG INTERNATIONAL SILVER CO. 











Ne. 1865. Elgin. 
8/os. 173. Natural 
10K Gold Filled Case. 
Curved Dial with 
raised figures. 
Consumers Price 
$39.75 


Keystone List Price 
$38.00 


Excellent 17 Jewel 
Swiss watch with 20 
Fine Diamonds set in 
14K white gold case. 


Keystone List 
$69.00 
G70 


OPPORTUNITY 


The Fall and Holiday Seasons of 1936 
offer retail jewelers their greatest oppor- 


tunity in several years. 


BE PREPARED 


This you can do by selecting your mer- 


chandise from the new and complete lines 


shown by 


BENJ. ALLEN & CO., 


The Benj. Allen & Co. travelers are now on the road 
with the most complete assortment of new, salable, 
profit making merchandise ever gathered together by 
the discriminating experienced buyers of this house, 
which has faithfully served the retail jewelers of this 
country for more than 60 years. Watch for—See the 
Benj. Allen & Co. salesman and select from his line 
your merchandise for this greatest selling season 


in years. 


iT WILL PROFIT YO@ 


No. 2717. Elgir. 


K Fid. Ratchet 
Center. 
Consumers Price 


Keystone List Price 
$43.70 


This fine 17 Jewel 
Swiss watch contains 
20 Fine Diamonds set 
in 14K white gold 
case. Keystone List 
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BENJ. ALLEN & CO., inc. 


10 SOUTH WABASH AVE. 


The Silversmiths Building 


CHICAGO, ILLINOIS 
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Jewels Get New 


Designs from Fish 


HEREVER chic people gather fine jewelry 

is again seen. Not only in the evening or with 
formal afternoon attire, but with spectator sports 
clothes this is noted. 

Fish have been culled from the sea, figuratively 
speaking, to make jewelry designs acording to an 
Associated Press dispatch from Paris. -Emerz 
green dolphins are destined for ear lobes. and sea 
horses scheduled for clip duty. A pair of crawfish 
in jade colored composition band together to fasten 
a belt. Star fish and scallop shells make ornaments 
in their own whimsical way and other similar de- 
signs have already appeared in Paris in the less ex- 
pensive jewelry. 

The cover design for this issue of THE JEWELERS’ 
CircULAR-KEYSTONE carries out this idea and offers 
a suggestion that may find its way into greater use - 
in designs for fine gem-set jewelry. As long ago as 
last December a design showing fish was shown on 
a page by C. A. Jakobb in this publication and 
adaptations of that and similar designs may gain in 
popularity. 

For early Fall before coats are necessary smart 
women will wear longer gloves with bracelets or 
watches over them. Earrings have regained prestige 
and since ears are sometimes covered by the coiffure 
this means the pendant type will be worn as well as 
the clip. 

Daytime dresses this Fall will all have high 
necks. Flowers and all fussiness have gone. Jewels 
are more necessary than they have been for years. 
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[, my opinion the well-known 
worm has turned. For the past several years consumers 
have been “baited,” teased and cajoled with Price— 
Lower Prices—Lowest Prices—and the consequent sac- 
rifice of quality. 

Everything has been hammered down in the frantic 
effort to build it cheaper—and naturally poorer in con- 
struction—in order to satisfy that demand that seemed 
to be the order of the day. So-called “bargains” have 
proven just what they really were—shoddy goods... 
not even good value for the low prices asked. 

Smart merchants throughout this country are realizing 
this. We find the sales of automobiles costing over 
$1,000 steadily gaining momentum, whereas, for a period 
of time, only lower priced cars held up their volume. We 
find good furniture being bought in large quantities 
today, the old being replaced with new, fine quality 
pieces. Radio and refrigerator dealers everywhere report 
sales of the better units are increasing much more rapidly 
than of other cheaper outfits. People who are buying at 
all are today buying quality. They have starved them- 
selves so long that now their pleasure in owning nice 
things is like that of a child with a toy he had dreamed 
of but never thought possible. “Luxuries” are on the way 
up. 

And what are you doing about it, Mr. Jeweler? Are 
you still trying to sell “price” instead of genuine pleasure ? 
Do you want to continue to grade down, down, down? 
To give them, for example, plenty of silver for little 
money, without thinking of quality? Or many jewels in 
a watch for the low price? Don’t you realize that when 
you offer all the jewels a watch is reasonably expected 
to have at a low unit cost, you have little more you can 
say for the higher priced watches in your stock? It is 
true, as all of us well know, that jewels alone do not 
determine the ultimate value of a watch, but so many 





UP OR DOWN? 
WHERE 

ARE WE 

HEADED ? 


at the A.N.R.J.A. Convention 








Address by 
CARROLL C. SEGHERS 





folks have become “jewel conscious’—and so many 
watches are offering all the jewels a person could want at 
$25 and $29.75, that the tendency is to reduce your unit 
sale. Don’t make of your store a five-and-ten. 

Are you approaching your selling problem from the 
correct angle? You really have something to sell to the 
American public—something they want very much. And 
it is not really jewelry, or watches, or silver. It is “pride 
of possession” ; joy in wearing; the praise of their friends 
and envy of other women, and the admiration of men. 

There are two ways of conducting a jewelry store. 
On the one hand we can be up-to-the-minute merchan- 
disers who dramatize and promote our products for what 
they will do for purchasers—what they will give them be- 
sides just so much merchandise. 

On the other hand, we can proceed as so many 
auctioneers—bidding against one another for the little 
jewelry that is actually demanded by our dear public. 

I am afraid that most of us unconsciously fall in that 
last classification. So many jewelry stores appear to be 
pantries or commissaries where people call for their wants 
—where folks come to get what they need. 

When I see jewelers displaying merchandise in their 
windows and using or making up various other forms of 
advertising, I often wonder if they realize they are ap- 
proaching the selling problem from an altogether wrong 
angle. 

People are not interested in buying jewelry! Get that! 
But they are interested in—and here’s the important 
thing—what that jewelry will do for them. 

Most of the jewelry displays and selling advertisements 
are based upon the assumption that the passerby, or the 
reader, is “in the market” for the particular merchandise 
shown. But actually there is such a small, inconsequential 
percentage of the total people reached who are interested in 
that merchandise, that the display is ineffective. Further- 
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more, it is the same appeal used by every other jeweler, 
all working for and trying to sell that tiny percentage 


of interested prospects. Let me give you a concrete 
example. We will take as our subject a silver meat platter 
because I have no personal interest in that end of the 
business and because I want you to realize that this 
example is not influenced by my own particular product. 

Mr. Jeweler makes his usual window display and, when 
I use the word’ display I am thinking just as much of an 
advertisement or piece of printed matter as of a window, 
and he shows this attractive meat platter in a lovely setting. 
Perhaps he has a silver vase in the background, with some 
flowers in it, and a draping of velvet cloth; and it may be 
he has also a price ticket alongside this silver platter. Now 
here is what happens. Of all the people passing that 
window and seeing that display it can appeal only to those 
few who are “in the market” for a silver platter, or those 
who have recently thought of the desirability of buying 
one. And I don’t need to tell you how few that is in 
regard to the total. 

But, put the same silver platter in the window—and 
you all know how to arrange nice looking windows, I 
can’t tell you about that. And with this particular silver 
platter we will put a little printed message or two. It 
doesn’t need to be elaborately done, but should read some- 
thing like this: ““The next time you entertain add new 
life to your table” —‘‘Win the admiration of your guests 
for this attractive silver platter” —‘‘Food is more appetiz- 
ing when served on a gleaming silver platter like this one.” 

Do you get the difference? Do you see how we must 
create a new interest and a desire for our merchandise? 
Don’t you realize that there are so many dozens of other 
merchants plugging away for that very dollar that we, 
ourselves, are after? And they are continuously telling, 
showing and bringing all sorts of pressure to bear to 
prove the advantages of their product. 
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Two years ago when I talked in Cincinnati before this 
same association I said that what we needed in the 
jewelry industry was a single coordinated force that 
would bring the advantage of our merchandise to the 
attention of the general public—not exactly a defender of 
our cause, but a crusader in our behalf. I referred to what 
Mr. Will H. Hays has meant to the movie industry, how 
he has functioned behind the scenes in doing a job to 
smooth out the machinery of operation and public opinion, 
so that today we certainly are all movie conscious. 

I urged, too, that we do something to gain favorable 
opinion on our merchandise . . . that we do something 
which will avoid the serious error of a campaign of some 
years ago that had as its slogan “Gifts that Last.” That is 
certainly not our objective. 

We have made a beautiful start in that direction 
through the splendid publicity job that is being done by 
your association through June Hamilton Rhodes. That 
is the sort of publicity and advertising our business has 
needed for some years. That is the sort of job money 
alone can not buy and, gentlemen, it is doing a lot of 
good and, whether we realize it or not, we all profit by it. 
I am sure that most of us do realize it. 

We can do an individual part of this job which will 
make the big national effort that much more effective if 
we remember to associate the same ideas of style and ap- 
propriateness with our merchandise on every occasion we 
have. If there is a fashion show in your community, make 
arrangements to have the models wear suitable jewelry 
from your store. Make people realize that clothes alone 
are not all that is necessary, jewels are needed to provide 
the finishing touch. Bear this in mind at all times and you 
will see frequent opportunities for gaining publicity 
for your business. 

However, it must be subtle—folks can not be forced, 

(Please turn to page 91) 








Why Raise thé Question ? 


NDER the caption “A Paradox 
of Taxation,” a recent issue of 
The Bulletin of the National Re- 
tail Dry Goods Association takes 
occasion to comment on the removal 
of the ten per cent Federal Excise 
tax on jewelry from the Revenue Act 
of 1936. In this connection the Bul- 
letin has this to say: 
“The Revenue Act of 1936 repeals the 
10 per cent excise tax on jewelry, but 
levies a 3 per cent excise tax on fur and 


fur trimmed garments—where fur is the 
material of chief component value. 


“Under the circumstances fur trimmed 
garments in the lowest price ranges may 
be subject to this levy; while jewelry, 
regardless of price will now be tax ex- 
empt. 


“It seems to us that the recent (on- 
gress in taxing lower-priced fur trimmed 
wearirg apparel has placed an impost 
ufc” necessary clothing, and at the same 
time has abolished a tax on merchandise 
which is generally classified in the field 
of luxuries—for food, shelter and cloth- 
ing are commonly regarded as necessities 
of life—but never jewelry. .. . 

“Even so, it is difficult to understand 
how the recent Congress—so concerned 
with the problems of the wage earner 
and the unemployed—should create this 
paradox of taxation by imposing a tax on 
a necessity—low-priced clothing; while 
eliminating a tax upon an _ unquestion- 
able luxury—jewelry.” 

We wonder if the Bulletin made 
a careful examination of the reasons 
why the tax was removed from jew- 
elry before raising a question about 
the action of Congress. The law 
was so poorly drawn and so difficult 
to administer that neither the Gov- 
ernment nor the jewelry trade were in 
accord with it. Neither were satisfied 
and both were glad to be rid of it. 

The tax did not apply to jewelry 
valued at less than $25 and many of 
the articles taxed were as much of a 
necessity as were many articles on the 
free list. But aside from that angle 
it would seem, in view of the fact the 
jewelry departments are important 
parts of many of the stores of mem- 
bers of the National Retail Dry 
Goods Association, that the editorial 
was untimely and uncalled for. It 
certainly did not express the best in- 


terests of members of the association 
nor the opinion of managers of de- 
partment store jewelry departments. 
—They know the problems, annoy- 
ance and inconvenience that the tax 
on jewelry caused. 

The jewelry trade has always been 
ready and willing to bear its full bur- 
den of taxation but when a law is 
neither practical for all concerned 
nor profitable to the Government, 
the place for it is in the discard. 
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A Great Convention 


HE thirty-first annual convention 

of the American National Retail 
Jewelers’ Association held at the 
Waldorf-Astoria Hotel in New York 
last week, a report of which will be 
found in Section II of this issue 
of THE JEWELERS’ CiRCULAR-KEyY- 
STONE, will go down in association 
history as one of the best from every 
standpoint that has ever been held in 
the jewelry trade. In attendance, in 
the number and variety of the ex- 
hibits by manufacturers and whole- 
salers, in the diversity and excellence 
of the convention program and in the 
spirit of cooperation noted, officers 
and members were much pleased with 
the results. 

It can honestly be said that the re- 
tail jewelers who attended the con- 
vention were afforded every opportu- 
nity to make the gathering a period 
of unusual benefit and that they ac- 
cepted the facilities offered was indi- 
cated by the enthusiasm with which 
they took part in the various clinics 
for the discussion of business prob- 
lems. 

The improvement in business con- 
ditions was reflected in the optimistic 
predictions heard on all sides, jewel- 
ers from all sections voicing the opin- 
ion that the fall and winter trade 
would show a marked improvement. 
This renewed faith in the upward 
turn of the business barometer was 
reflected in the purchases made dur- 
ing the convention week by the visit- 
ing retailers. The excellent displays 
of merchandise also reflected the re- 
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turn of confidence among wholesalers 
and manufacturers. 

It is safe to say that every retail 
jeweler who attended the convention 
returned to his home town with new 
merchandising ideas to be used in jm. 
proving his business and that all felt 
well repaid for the time, effort and 
expense involved in attending the 


convention. 


© 


Diamond Imports 
CCORDING to the figures which 


have just become available, dia- 
mond imports to the United States 


for the fiscal year ended June 30 last 
show a total of $22,547,604 for both 


© 


the rough and cut gems. 


While these figures are far below 
the totals reached in the banner fiscal 
year 1919-1920, when imports reached 
$87,712,275, they show an increase 
of $7,039,752 over the previous fiscal 
year and are greater than any fiscal 


year since 1931-1932. 


During the fiscal year which closed 
June 30 last the cut stones were 
valued at $17,850,745 and the rough 
at $4,696,859. In June the cut gems 
reached a total of $1,667,639 and the 
rough diamonds were valued at $405,- 
970, making a total of $2,073,609 for 
the month. While the imports of 
rough gems were below those of No- 
vember, 1935 ($773,693), March, 

1936 ($617,061), and April, 1936 
($544,003), the value of the cut 
gems carried the total figures for 
June above any previous months of 
the year excepting September, 1935 
and October, 


($2,173,022), 
($2,421,461). 


Total figures for the fiscal year 


1935-1936 follow: 


Rough 

1935 or uncut 
| eee $124,213 
De oases 353,896 
i: seémws 363,148 
OS eer ee $22,817 
a a 773,693 
ee scseees 252,541 

1936 
eee 237,761 
SAP 364,334 
rer 617,061 
GO xeucds 544,003 
vied ore 337,422 
DO Si0s0s 405,970 


Cut 
but unset 
$1,393,343 
1,209,681 
1,809,874 
2,098,644 
1,249,836 
1,356,292 


1,358,796 
1,570,342 

948,777 
1,507,067 
1,680,454 
1,667,639 


1935 


Total 
$1,517,556 
1,563,577 
2,173,022 
2,421,461 
2,023,529 
1,608,833 


1,596,557 
1,934,676 
1,565,838 
2,051,070 
2,017.876 
2,073,609 





$4,696,859 $17,850,745 $22,547,604 
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Green Lights Ahead! 


ITH the beginning of the Fall season every indication points to better business and the retail 

jewelry trade can anticipate increased sales with renewed confidence. A survey of general 
retail conditions in various sections made public a short while ago is replete with statements of 
better times ahead and reflects a belief that September, October, November and December retail 
business will make strong forward strides. The almost universal conviction seems to be that a sharp 
advance can be counted upon as compared with the same four. months in 1935. 


All this is based upon the fact that retail purchasing power has improved with the natural recov- 
ery which was bound to come. The continuous Government spending and the distribution of the 
bonus are added factors, despite higher taxes and other disturbing conditions. Purchaser needs are 
many and the depression has created a desire to once more enjoy more than the necessities. 


The retail jewelry trade is at the business crossroads. Aggressive merchandising will help to 
direct the flow of better trade to the jewelry store, but the laggards will find business going next 
door to other more enterprising merchants. People want the merchandise the jeweler offers. They 
are hungry for it, but it will require carefully planned promotion methods to win a just share. 


Now is the time to plan ahead for a satisfactory Fall and holiday trade. The results will depend 
upon each individual retail jeweler as expressed by his efforts to have an attractive store and fine 
window displays, supported by dependable merchandise, aggressive advertising and honest business 
methods. Prepare for increased business. 
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with just the right clothes have great distinc- 
tion and elegance. The large clip placed in 
the V of the heart shaped neckline made of 
diamonds and rubies carved in leaf form 
matches the massive bracelet and the pair cf 
clips in the hair. The ruby ring worn on the 
little finger is also set with diamonds. The 
dinner dress of black velvet has a very bare 
back decollete 
















Above—Dramatically handsome jewels worn 













Left—The black costume with dashes of 
color is very smart for Fall. Fine mat finish 
silk, dress, full in the front with raglan 
shoulders, worn with the smart new eight 
button length black glace kid gloves. The 
massive bracelet, matching the clip, worn 
over the gloves is deep turquoise set in 
silver. The stitched black velvet hat, just 
off the boat, is from Schiaparelli. (Dress 
from Charles Nudelman. Hat from Sally 
Victor. Gloves from Steinberger Bros 
Glove Corp. Jewelry from Walter Lamp.) 





By 
June Hamilton 


Rhodes 





















Above—Designed for daytime wear, the 
mat gold clip set with three ball emeralds, 
a row of sapphires and edged with dia- 
monds has many uses but this is the 
newest. The black velour hat was designed 
(with a slit in the top) especially for a 
jewelled clip. (Hat from Sally Victor.) 


The Americans are again 


in Europe. Six hundred and seventy-two of them left 
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the “Normandie” at Southampton and journeyed up to 
London on July 21. I was one of them. 

Travelers on the pier, who inquired anxiously about 
reservations from hotel runners, were told that not one 
hotel in London had any available space. The city was so 
crowded that some important fashion ladies I knew had 
to share a small room in a tiny hotel. 

It is easy to imagine how gay London was. Quaglino’s, 
the Savoy Grill, the Ritz, the Berkelev, L’Aperitif were 
all filled and overcrowded with the well-dressed, fashion- 








JEWELS. 























and the WORLD of FASHION 


Outline of the Fashion Pageant at the A.N.R.J.A. Convention 


Above—Sapphires, star sapphires and diamonds are 
the gems of the elegant jewelry worn with this silver 
lame gown. The necklace of sapphire beads has a 
superb pendant of sapphires and diamonds with a 
large star at the top. Five bracelets on the right arm 
match, for three are part of the necklace when it is 
worn to the waist and the others are diamonds. The 
star sapphire in the hair clip is surrounded with 
diamonds, the rings, one on each hand,. are also sap- 
phires while the disc ear-clips are half diamond and 
half sapphire. 


able members of the beau monde. It was like the old pre- 
depression period. 

Mrs. Simpson, one of London’s smartest women, wore 
clips with solitaire diamonds as large as robin’s eggs. 

At the gala of the Balle Russe, almost every woman 
wore a hair decoration of some kind, and beautiful, old- 
fashioned sunburst brooches vied with modern hair orna- 
ments in the fair hair of the lovely English beauties. 

One bracelet is not enough in either London or Paris 
and necklaces in the new manner, or the old, graced the 
necklines of London’s chic young matrons. 

It is so exciting to see again beautiful women wearing 
handsome and decorative jewels. Paris, all in sympathy 
with the new “back to jewels” movement, has given to 
fashion necklines and costumes which need jewels for 
the final touch of elegance. 

The beayiful Empress Eugenie with her jeweled 
tiaras, her gorgeous necklaces and jewelled arms and 
fingers is the epitome of the elegance of the prevailing 
fashions. To further the return to luxury, the period of 
the late Directoire is with us again and all its elegance of 
line, tone and fabric are reproduced in, the clothes of 1936. 

We saw new gold jewelry for daytime wear in clips, 
bracelets, brooches, watches, pins and buckles. Elaborate 
(Please turn to page 87) 


Below-—-A royal blue satin evening 
gown with detachable scarf and self 
flower is worn with cabochon 
emerald, crystal and diamond clip 
matching the pear-shaped emerald 
and diamond earrings, cabochon 
emerald and diamond bracelets and 
an enormous square-cut emerald 
ring. (Gown by _ Bonwit-Teller 
Jewels by Trabert and Hoeffer- 
Mauboussin. ) 
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WATCH SALES 


Jewelers in 39 states participated in this 


survey to ferret out the whys and where- 
fores of Mr. and Mrs. John Q. Public’s 
watch-buying habits 


By Donald S. McNeil 


Who buys what watches and why ? 


More than likely, in the “‘typical” watch sale of this 
year of grace, the purchaser is a man, looking for a 
woman’s wrist watch. Jingling more cash than he did 
during the Depression, he’s not apt to want a seven-jewel 
movement—prefers one of 15 or 17 jewels, selling some- 
where between $15 and $50. Nearer $50 than one or two 
years ago. 

It’s an even bet whether he’ll buy a watch of American 
or foreign manufacture, with the chances of American 
preference a fraction of one per cent better. “Name” and 
“price” are rival chief considerations in the purchase. 


Advertising in consumer magazines and the radio may 
have predisposed him to a particular make of watch and 
more likely magazine advertising than radio. At any rate, 
half sold or not when he enters the store, Mr. John Q. 
Public usually has confidence in his jeweler and can be in- 
fluenced by the expert he trusts. 

Pure imagination? Not at all. Broadly sketched, this 
is what the man on the street does in buying a watch, 
according to the replies of representative retail jewelers 
in 39 states of the Union, to a questionnaire sent them by 
THE JEWELERS’ CiRCULAR-KEYSTONE. 


People nowadays are buying more highly jeweled 
watches than they did a year or so ago, and the price 
tendency is up, conclude the majority of the survey parti- 
cipants. Here is the proof: 60.5 per cent of the replies 
declared that the sale of highly jeweled watches is in- 
creasing, 37.2 per cent said it is decreasing, and 2.3 per 
cent reported “unchanged.” In response to the question: 
“What is the tendency in 7-jewel movements compared 
with 15, 17 and 19 jewels?’’, 60.9 per cent of the answers 
were down, and 39.1 per cent were up. 


Furthermore, 69.9 per cent agreed that the price 
tendency is up. Of those who found to the contrary, 8.6 
per cent thought the price tendency unchanged, and 21.5 
thought it was down. 


About one jewelry store in every five sells watches for 
$100 or more, about one in every three has call for time- 
pieces in the $50 to $100 bracket, and about 97 jewelers out 
of every 100 sell some watches for less than $15. 

By far the greatest bulk of unit sales, 60.6 per cent, 
ranges between $15 and $50, with one store reporting a 

(Please turn to page 97) 
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The Price Range: 





Who Buys Men’s Watches: 





Why Buys Women’s Watches: 
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Kaufmann-Fabry Photo 


Hog butcher of the world 

Tool maker, stacker of wheat 

Player with railroads and the Nation’s freight handler, 
Stormy, husky, brawling, 

City of the big shoulders ... 


: an lines of the eminent 
contemporary poet, Sandburg, aptly describe one im- 
pression of this city of four and one half million souls, 
but it leaves much unsaid. 

Those who attended the annual convention of the 
National Association of Credit Jewelers, last year were 
loud in their praise of the merits of this great metropolis, 
Chicago, and an even greater attendance is expected at 
the tenth annual convention, this year, when it returns to 
the Hotel Sherman, September 20, 21, 22 and 23. 

Last year’s convention was the greatest ever held by the 
association in the point of numbers, and all indications 
are that an even greater number of credit jewelers and 
their families will hear the sounding of the gavel in the 
hands of President William Gibson. 

In addition to its permanent attractions in the field of 
music, art and science, which have made Chicago the 
cultural center for 60,000,000 Americans within one 
night’s ride of the metropolis, an elaborate program of 
sports and entertainment, coinciding with the week of the 
convention, will be under way. 

For baseball fans, the Cubs will cross bats with the 








CHICAGO, the CONVENTION 
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National Association of Credit Jewelers 
Welcomes You to Annual Meeting at the 


Hotel Sherman, Sept. 20, 21, 22 and 23 





A view of Michigan Boulevard looking south 
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Above-—A view of the 
Chicago financial district 


Left — Looking between 
skyscrapers on to Michi- 
gan Boulevard 


Below—Spot where new 

Mississippi Valley water- 

way system meets the 
Great Lakes 








St. Louis Cardinals on Sept. 20 and 21. On the remaining 
days of the convention the Cubs entertain the Pittsburgh 
Pirates. These three teams are now in the first division. 

Noted for its fine symphony orchestra, Chicago will 
furnish a treat to lovers of fine music during their spare 
time at the convention. Chicago’s first-run theatre houses 
have, simultaneously with Broadway, the premiere show- 
ings of “movies.” Its legitimate theatres have a reputation 
which need not be enlarged upon. 

For the more hardy souls who want the outdoors 
Chicago provides 22 miles of bathing beaches. Boating fa- 
cilities are among the best, and many of those attending the 
convention can take advantage of the opportunity to enjoy 
a lake steamer ride to and from the convention. An auto- 
mobile drive along the city’s famed Michigan Boulevard 
and along the lake drive is one not soon to be forgotten. 

Coming at such a pleasant time of the year, many are 
making the convention the occasion for their vacations, 
and will expect to spend some time in or near the city. 
For the golfer there are 220 courses. For Junior there are 
tennis courts galore. 

The night life of the city is unexcelled. The enchanting 
music of Wayne King’s band, and that of other renowned 
orchestras is heard in the Trianon and in thousands of less 
pretentious ballrooms, night clubs and restaurants. Of the 
latter the “Windy City” boasts of 4000. 

The Sherman is typical of the fine hostelries which have 
sprung up in this city, on the threshold of the west. The 
city has accommodations for 400,000 persons daily. Most 
of the hotel rooms have radios which play the programs of 
Chicago’s 13 broadcasting stations. 

Chicago has made a business of entertaining, and is 
probably better qualified for its task than most any other 
American city of the day. In 1933 a total of 1527 con- 
ventions assembled in Chicago and attracted 2,320,741 
persons, not including other millions who came to Chicago 
the same year solely to see the Century of Progress. 

With five mammoth convention halls, to say nothing of 
all the hotel facilities for conventions, it is easily seen that 
Chicago rightly deserves the title of “The Convention 
City.” Even with the opportunity offered by the two 
years of the exposition, those responsible for the enter- 
tainment facilities wisely realized that they must not take 
advantage of the situation by resorting to “scalping.” The 
impression of the modest charges made for hotel accom- 
modations is widespread as a result of the World’s Fair. 

Delegates will surely want to see the five huge con- 
vention halls, if not for their historical significance, for 
the purpose of witnessing modern engineering feats. ‘These 
five are the International Amphitheatre, the Coliseum, 
the Chicago Stadium, Navy Pier and Soldiers’ Field. In 
(Please turn to page 89) 
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An INVITATION 


from PRESIDENT GIBSON 
to the TENTH ANNUAL 

CONVENTION of the 
NIA.C.J.-at CHICAGO 








soions to the entire 
jewelry industry, and along with the best of wishes, let 
one who is rated a conservative tell you of the most op- 
timistic predictions for the near future that history and 
conditions have ever taught me. 

To be sure we have had a severe depression, but what 
of it? There have been plenty of them worse. Don’t 
smile until you consider what they must have been in 
Europe when the black plague killed one third of the 
population—When Napoleon tramped all over the con- 
tinent for a dozen years. 

Now is the time to modernize. Put in new fronts, fix- 
tures, signs, lighting systems, etc. Any kid in town can 
tell at a glance whether your store is alive or not. And 


for God’s sake advertise. It is the life blood of business. 


} 










WM. GIBSON 


President of the 
NATIONAL ASSOCIATION 
OF CREDIT JEWELERS 





In concluding, we invite you all to our convention, the 
week of Sept. 20, in the Sherman Hotel, Chicago. It 
will be the biggest ever. It is our tenth. Already over 150 
booths have been sold to all the important lines in the 
country. Don’t miss it. You are welcome, and it is free. 
The banquet and show at a moderate price, will be some- 
thing you will remember. 





THE JEWELERS’ CIRCULAR—KEYSTONE 
for September, 1936 














NA.CJ. CONVENTION PROGRAM 


Tenth Annual Gathering to be Held at 


Y 


the Hotel Sherman, September 9 to 12 


ste 


Inclusive, Presents Many Fine. Features 


_— tenth anniversary convention of the National As- 
sociation of Credit Jewelers, to be held at Hotel Sher- 
man, Chicago, Sept. 20 to 23, is an assured success and 
will undoubtedly be the greatest and most elaborate 
jewelry convention in the history of the association. 

Nearly 150 exhibitors have reserved exhibition spaces 
and exhibition rooms. The entire 150 exhibition spaces 
were completely sold out more than a month ago and 
those manufacturers who were too late to reserve space 
are arranging to occupy exhibition and sample rooms. Ad- 
vance registrations from retail jewelers are more than 50 
per cent greater than last year, which is an assurance that 
at least 1500 retail jewelers will be in attendance. The 
exhibition hall and grand ballroom have been converted 
into blue and silver grottoes with beautiful lighting effects 
and many new features. 

The convention opens on Sunday, Sept. 20, which day 
will be devoted entirely to exhibits. The evening of that 
day will see another famous College Inn frolic, at which 
the outstanding stars of the stage, screen and air who are 
in Chicago at that time will be guest artists. 

Monday morning will be devoted to exhibits and the 
opening session of the convention will be held between 
2:00 and 4:00 o’clock on Monday afternoon. The speak- 
er at the opening meeting will be an outstanding national 
figure who will bring to retailers and manufacturers alike 
an intelligent and inspiring message. 

On Tuesday at 2:00 o’clock the second meeting will 
be held, and at this meeting there will likewise be an out- 
standing national figure as principal speaker. 

In addition, there will be talks by A. L. Zeitung of the 
International Silver Co., and Miles Robertson of Oneida, 
Ltd. The presentations by these companies at the last 
convention created such an impression on retailers that 
they asked that these subjects be included in the 1936 
program. There will also be round-table discussions and 
the annual business meeting on Wednesday afternoon. 

The convention will close on Wednesday evening with 
the annual banquet, and a genuine surprise is in store for 
those attending. Hotel Sherman’s unique Bal Tabarin 
has been opened for this occasion. This room, the only 
one of its kind in the United States, is lighted by Clavi- 
lux, which affords a constantly changing scene. ‘There 
will be music and entertainment by outstanding stars and 
dancing until dawn. 

The low railroad fares and the especially low hotel 
rates should make it possible for every jeweler to attend 
this great convention, and all retail jewelers are invited, 
whether they are cash or credit, and whether they are 
members of the association or not. There will be no reg- 
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istration fee. It will only be necessary for the retailer to 
identify himself in order to receive a guest badge. 
The complete list of exhibitors to date is as follows: 


THE EXHIBITORS 


L. Adels Co., Adler-Jones Co., Aisenstein-Woronock & Sons, 
Inc., American Jewelers Bureau, Inc., Amity Leather Products 
Co., Anchor Manufacturing Co., Aristocrat Clock Co., Arsea 
Sales Co., Art Ivory Div. of Celluloid Corp., Art Metal Works, 
Astorloid Manufacturing Co., Automatic Radio Mfg. Co. 

Bardach & Gran, Benrus Watch Co., Joseph Berland, Bock- 
Lewis Co., Bristol Seamless Ring Co., Buffalo Jewelry Case Co., 
Inc., Bulova Watch Co., Buss-Linthicum-Thorson, Inc. 

Ed Cain & Co., A. Cohen & Sons Corporation, Cohen & Plat- 
zer, Continental Silver Co., Inc. 

Dennison Manufacturing Co., Du Pont Viscoloid Co., Durable- 
Fold Leather Products. 

Electric City Box Co., Elgin American Co., Elgin National 
Watch Co., England, Klein & Levy. 

Farber Brothers, S$. W. Farber, Inc., A. H. Ficken Co., Philip 
Florin, Inc., Forman Brothers, Inc. 

General Electric Company, Goodman & Co., B. & E. J. Gross 
Co., Inc., J. H. Gross & Co., Paul R. Gruen, Inc., Gruen Watch 
Co. 

Hamilton Watch Co., The Harris Co., Helbros Watch Corp., 
Heller-Deltah Co., A. Hirsch Co., J. Horowitz & Son. 

Idealite, Inc., International Silver Co. 


Keystone Silver Co., Kinsley-Kovsky Jewelry Mfg. Co., 
Knapp Monarch Co., Edwin M. Knowles China Co. 


Jacques Kreisler Sales Corp. 


Walter Lampl, Lehman Bros. Silverware Corp., Limoges 
China Co., Louis Watch Co., Inc., L. Luria & Son. 


McGraw Electric Co., Manhattan Novelty Co., Manheimer 
Watch Co:, Marathon Co., M. A. Mead & Co., Metro Asso- 
ciated Services, Inc., Monarch Watch Co., Morlean Co., Na- 
tional Silver Co., New Haven Clock Co. 


I. Ollendorff Company, Inc., Oneida, Ltd. 


Parker Watch Co., Platinum Products Co., Packard Shaver 
Co. 

R. C. A. Victor Corporation, M. A. Reich, Julius G. Robins 
& Co., Inc., William A. Rogers, Ltd. 

Paul H. Samuels, Inc., A. Sauer & Co., Savoy Watch Co., 
Inc., Schein & Engel Co., J. J. Schmukler & Son, Joseph Sculler, 
Sessions Clock Co., W. A. Sheaffer Pen Co., Shiman Brothers 
& Co., M. H. Shiman & Co., Inc., Silbermann, Kohn & Wallen- 
stein, R. F. Simmons Co., Simons-Michaelson Co., Spelrein Lug- 
gage Corporation, Louis Stern Co., Stern & Stern, Inc., Stetson 
China Co. 


Tavannes of America, Inc., S. R. Taylor Co. 


Underwood Elliott Fisher Co., Untermeyer Robbins & Co., 
U. V. R. Laboratories, Inc. 

Wahl Eversharp Co., Walker Watch Co., Inc., Waltham 
Watch Co., Warner Jewelry Case Co., Wiesen-Hart Press, 
Wolfsheim & Sachs Co., Ine. 
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Gold headdress of Queen 
. Shubad with her four 


gold diadems, gold neck- by 
lace and earrings. The 
head was copied from a 
statuette in the Louvre JAMES .. 


MUIR 


Below—Gold bow! with the inscription 
Mes-Kalem-dug, the Lord of the Good 
Land 


U ndisturbed for centuries 


there stood out in the desert waste about midway between 


Baghdad and the Persian Gulf, and ten miles west of Above — Polished agate 
the present course of the Euphrates, a low mound called and gold beads in the 
b th ti oT ll l M ” hich . form of a necklace which 
y the natives ell al Mugayyar,” which means in iin ae” anak 


Arabic “the Mound of Pitch.” : manship 
In 1854, J. F. Taylor, then the British consul at 

nearby Basra, decided that the Mound of Pitch was 

worthy of investigation. Securing a small grant of money 

from the British Museum, he engaged a few natives and 

dug for a part of two seasons. Taylor merely scratched 5 

the surface, but he brought to light a great number of ' 

clay cylinders, clay tablets, and many inscribed bricks. 

These he shipped to the British Museum, and when the 

authorities there had deciphered the inscriptions on the 

cylinders and tablets it became known that the Mound 


of Pitch undoubtedly covered a portion of the site of the Right—Solid gold dagger 
long-lost City of Abraham, Ur of the Chaldees. ea ante, 

Two or three attempts were made to carry the work rated and studded with 
of excavation further, but, owing to unsettled political gold 


conditions and the hostility of the natives, work had to be 
abandoned until after the close of the World War, when 
all of Babylonia passed into the control of Great Britain 
under a mandate. In 1921 a joint expedition was fitted 
out by the University of Pennsylvania Museum and the 





54 THE JEWELERS’ CIRCULAR—KEYSTONE 
for September, 1936 















ANCIENT UR 


British Museum to explore thoroughly the ruins of the 
city from which Abraham went forth “to go into the land 
of Canaan.” 

The work of this expedition at the site of Ur of the 
Chaldees opened up one of the most fascinating chapters 
in the history of excavation, bringing to light not only a 
mass of evidence to corroborate Old Testament narra- 
tives, but supplementing these stories with details of the 
civilization, education, and culture of the people, thus 
enabling us not only to form a clear conception of the 
daily life of Abraham’s neighbors, but to read, also, in 
material evidence, the story of Ur from long before 
Abraham’s day down to the time of the Persian invasion, 
when the ill-fated Belshazzar met his dramatic death at 
the hands of the Medes and Persians. 

With the uncovering of Ur the history of civilization 
was pushed back a thousand years into an unguessed-at 
past. Here was brought to light a civilization of whose 
existence science had until then been ignorant. When it 
was revealed that Ur, the city in which Abraham spent 
his boyhood and young manhood, was a great urban center 
of culture and education; a city whose inhabitants had 
already evolved that complex mode of life that is called 
civilization; all our ideas of Abraham’s early life had to 
be considerably modified. No longer was it possible to 
picture the young Abraham as a crude, unlettered product 
of some tented tribe of nomads, or of some semi-permanent 
colony established on the banks of the Euphrates. Pro- 
jected against such a background as was Abraham’s early 
environment it is difficult to visualize the young man as 
other than an able, educated, sophisticated citizen of the 
world. 

Long before Abraham’s day the ancient inhabitants of 
Ur had invented a method of writing, and evolved a sys- 
tem of. mathematics based on the number six, just as our 
decimal system is based on the number ten. They 
formulated and codified a system of civil and criminal 
law, and provided for the administration of municipal and 
national government. 

Not only did the mechanics of Ur produce the first 
four-wheeled vehicles, but they made use of the wheel, a 
great human discovery, fifteen hundred years before it was 
imported into Egypt. A remarkable fragment of a lime- 








Gold wig of Mes-Kalem-dug, one of the finest articles 
found 


stone relief, one of the earliest sculptures known, was 
found by the excavators in a predynastic cemetery. This 
shows a complete chariot, with two plain wheels made of 
two semi-circular pieces of wood joined by copper clamps 
round a central core. 

Not less impressive is the work of the architects and 
builders of Ur. Living in a valley that was without stone, 
where lime was scarce and timber had to be imported, with 
Mesopotamian clay as their only native building material, 
the builders of Ur reared a mighty city. Naturally their 
brick structures do not compare in grandeur and beauty 
with the granite and limestone temples of Egypt, but they 
developed a scientific knowledge of architecture which the 
Egyptians never possessed. To this ancient people must 
go the credit for working out all the basic architectural 
forms in use today. 

The wealth of this epoch as evidenced by the possession 
of vast quantities of gold and silver, of copper and bronze, 
of precious and semi-precious stones, by a people located 
in a land that had no native metals, is indeed extraordi- 
nary. The sole products of the country were cattle and 
fruits of the soil. The export of such bulky products as 
dates and grain would not account for it. Their neighbors 

(Please turn to page 103) 


Some of the articles included in the jewelry of Queen Shubad showing the fine workmanship of that time 
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‘‘Business always comes back 






and it is coming back now 
with a vengeance. Are you 
ready to take advantage of it? 
Is your store equipped for a 
new and different business? 
No, it won’t do to sit there 
and wait for things to be nor- 


mal. They are not going to 








by 
William Gibson 


Drsing the past few years 
that I have been president of the National Association of 
Credit Jewelers I have had ample opportunity to study the 
business—and particularly the ethics as practiced by a 
large majority. 

I don’t want you to get the idea that there are not fine, 
high-grade credit jewelers in the country. There are men 
who value their reputations and love their business, and 
who would not take advantage of a customer under any 
circumstance. 

But there are others, many of whom have looked me 
squarely in the eye and bragged about the tricks they pull 
off. About their “come on advertising” tactics, about the 
many-time mark-up, and other tricks too numerous to men- 
tion. It’s no wonder the old-time cash jeweler shudders 
when he contemplates going into the credit branch. 

Today there is scarcely a jeweler of any size who is not 
doing a credit business one way or another. Old-time 
firms, some of them as fine as are in the business, are find- 
ing it necessary to give the public this service. 

One of the reasons why the “gyp” has flourished is 
because he has had little competition, but from now on he 
is going to get more. Many an old-time cash jeweler has 
told me he had no idea it was such a stimulus to business, 
and when they get into it in reality, the “gyp” is going to 
suffer something terrible, and should. 

Unfortunately, when the credit jewelry business started, 
the operators came largely from other lines, such as furni- 
ture, tires, clothing, pawn shops and automobile. They 
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looked on the jewelry business as a legitimate field for 
exploitation, and brought over with them all the nasty 
tricks these various lines contained. In fact, it often 
looked as if that was all they did contribute to the jewelry 
industry. 

I have no special complaint against these other lines as 
such, but from an old-time jeweler’s point of view it was a 
mighty poor background. Jewelers had been so used to 
thinking they stood ace high with the public when it came 
to reputation and sound business ethics. 

The older men who read this will recall the white stone 
stores, which sold plate glass and cheap plated jewelry 
on the Broadways of the country 20 or 30 years ago. 
There was no top to the price, and the customer was al- 
ways wrong. Where are they now? They have gone just 
exactly the way the “gyp” credit jeweler is going, and soon. 

I have listened to a credit jeweler tell me that he 
thought it was “the bunk to examine a diamond with a 
glass; what you can’t see with your naked eye doesn't 
exist in any other line.” He said, “For instance, would 
you look for a scratch on an automobile with a glass?” 
Now “I ask you,” what can a man with a jeweler’s edu- 
cation say to a fellow like that, regardless of the fact that 
diamonds vary in price according to their perfection with 
a glass? This man has no conception of the duty he owes 
the public for the money he takes away from it, and I 
mean “take.” 

Nondescript watches have been pushed by these fellows 
to get a high mark-up, and they will stand up and swear 
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that it is the best watch they can buy. And this, against 
the fact that there are so many fine watches made that 
will give satisfaction, and provide a fair margin of profit. 

In Chicago and other towns there are many fine furni- 
ture and other stores that will attract the finest cash trade 
in town, most of whom would be ashamed to be caught 
in a credit jewelry store. Why? Simply because some 
credit jewelers have made a fine old business smell to 
heaven. And again I say, don’t misunderstand me. There 
are some high-class credit jewelers, but mighty few com- 
pared to the others. Why not tone up and go after the 
best trade, too? Why chase all these people away from 
your doors? 

The very small down payments and long-drawn-out 
advertised weekly payments, it is true, have brought in a 
poor class that never bought jewelry before to speak of. 
But it is equally true you drive away the better trade by 
such tactics. 

I know, of course, that many credit jewelers say that 
they are satisfied with the working class of people, but 
from my angle, having had both kinds of customers, I 
certainly feel that we would profit by grading up. And 
I do know that, if we are ever to bring back the high 
standing the old cash jeweler enjoyed, we will have to 
make some radical changes for the better. 

I would just like to ask you how you would like it if, 
for instance, you went to buy some article yourself, and 
were treated to the scorching and mark-up some of us give 
the public? 
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be normal. They are going 
to be abnormal. Keen minds 
are going to take advantage 
of this condition, and we old 
timers will have to sit up and 
take notice, or young blood 
will run away with the job,” 


says President Gibson. 








President of the 
N. A.C. J. 


CREDIT JEWELERS a 


I need only give you one rule, which, if lived up to, 
would mean no complaint against credit jewelers: Live 
up to the Golden Rule. It’s simple and effective. After 
all, the rest of the population deserves the same kind of 
treatment we ourselves would like to receive. 

Jewelers everywhere will have to learn to advertise. 
Do you realize that it is the national advertised things 
that are selling so well in your store at the present? 
Watches for instance, in our store are selling more than 
ever, and at a higher unit price. Why? Because the 
manufacturers have been spending fortunes on advertising, 
and styling. 

Why is card jewelry out of style—because designers 
died on the job. Cuff links will never come back until 
we give the public something new. The present ones are 
a quarter of a century old, and other jewelry the same. 

Why are autos, radios, cooling systems and innumerable 
other lines booming? Simply because they showed us 
something new and we wanted it, if we found out about 
it, but we won’t find out about it unless some one tells us 
(that’s the advertising man’s job). Unfortunately the 
average jeweler will not advertise, but prefers to die 
slowly at the top. 

I have no point in writing this article unless it will do 
some good; nothing is to be gained by razzing some of 
you. But if I can attract your attention to some great 
faults that we may be able to reform, then I am satisfied. 
So please take it in this spirit. I am sure I know what I 
am talking about. 
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y is encouraging to note the reasonably authentic figures touching on retail jewelry 
sales. 1936 is showing an increase of 30 per cent over 1935. This will bring the 
total sales for 1936 up to $309,500,000 as compared with $238,000,000 in 1935. 

Silver production is also up. June showed a production of 5,293,000 fine ounces as 
against May with 4,754,000 fine ounces, and the first six months of 1936 produced 
29,852,000 ounces as compared with 16,742,000 ounces in the first six months of 1935. 

Diamonds shrunk from 1928 to 1935 from $44,686,486 to approximately 
$10,000,000 and the importation of watches dropped from $11,750,000 to approxi- 
mately $2,834,092. 

Considering that business showed something of an increase in 1935, and probably 
more in 1936—a time when the public was back in its taxes, payments on loans, their 
general needs pretty much depleted—the 1936 increase is especially encouraging. 

One noticeable thing among jewelers is that the public today when buying diamonds, 
watches, jewelry or clocks is asking for better quality merchandise. 


One jeweler offers the explanation as coming from a few of his customers that in ~ 


the old days when money was easier, inexpensive jewelry was bought with the knowl- 
edge that it was cheap, that its lasting qualities were questionable, but the buyer felt 
he could throw it away and get something different when he desired. ‘Today, with the 
public being a bit more cautious with the dollars, they are asking for, demanding and 


getting better merchandise. 
I doubt very much whether very cheap, questionable watches will enjoy much of a 


sale in this country in the next decade, at least. Better watches and well advertised 
watches will predominate, and in those markets that are looking now for the controlled 
distribution plan watches will naturally be better and be the leaders in so far as volume 
sales are concerned. 

That, incidentally, brings us to the question of goodwill—that something which some 
people think of as an intangible thing but which, in the writer’s opinion, is a very 
tangible possession. 

Goodwill is the attitude of one person toward another and is based on many things, 
but in merchandising it is usually created and stimulated by the character of the store, 
the treatment of the individual who deals with that store, the thought and intelligence 
that is put into the buying of the merchandise that the merchant sells, the honest values 
and honest representation. . 

It is reasonable to suppose that the store that has the goodwill of a customer on hats 
has builded that goodwill by an intelligent buying, displaying and selling of hats while 
his competitor across the street has the edge on him when it comes to gloves or some 
other item. 

As a résumé I will say that quality merchandise will always build goodwill and 
thought in selecting merchandise in so far as design is concerned has much to do with 


Athy hobyl 


Vice-President. 


building goodwill. 
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Says J. T. Montgomery 


Increased Demand for Fine 


Watches Predicted for Fall Season 
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“ul E are, undoubtedly, going into a period of 

unusual demand for fine goods,” J. T. Mont- 
gomery, president of M. A. Mead & Co., 53-year-old 
distributing house for American-made watches, situated 
in the Jewelry Mart, 35 E. Wacker Drive, Chicago, 
said the other day. 

“And in my many years’ acquaintance with American 
watches there has never been presented as splendid 
a line as will be offered to the trade this season. It 
would be difficult to select a more opportune time for 
these fine timepieces. Jewelers should be delighted with 
this most salable merchandise.” 

To the Waltham Watch Co. of Waltham, Mass., 
pioneer producer of fine American watches, Mr. Mont- 
gomery paid tribute as follows: 

“The manufacture of American watches is so very 
American in planning and application it might very well 
be chosen as an example to illustrate the vast progress 
of the new way over the old way in production. The 
introduction of engineering and scientific planning, in the 
methods of manufacture which employ the ingeniously 
designed machine as an aid to labor, marks the beginning 
of modern watchmaking. This has aided greatly in 
making available to humanity, at reduced costs, so many 
things that but a short time ago could be enjoyed only- 
by the very few—a development which had its origin 
in America and in which we continue to lead. 

“The fundamentals involved in the making of pocket 
timepieces have not changed in principle in several gen- 
erations. ‘The improvements have been in the method 
of manufacture with a constantly increasing number of 
refinements. These refinements have been responsible 
for added reliability and greater convenience, and are, 
to a very surprising extent, the result of American en- 
gineering. More than eighty years ago the American 
Waltham Watch Co. began this revolution by the intro- 
duction of complicated machines which have been con- 
stantly improved in precision and capacity. 

“The American method has set new standards of uni- 
formity and accuracy at prices which have made watches 
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available to all. Comparable quality and value have not 
been produced by any other method. 

“An important factor to be kept in mind in con- 
sidering watches and the long service expected of them 
by the public is the responsibility of the manufacturer. 
The wholesaler or importer did not make the watches 
he offers for sale. Each watch should, if it is to receive 
serious consideration for quality, carry the name of its 
maker as evidence that he accepts his responsibility. 

“We are indeed very fortunate in the character of 
the American producers. The Waltham Watch Co. which 
was the first to introduce watch manufacturing into 
this country, still carries on in its vast plant on the 
Charles River at Waltham, Mass. The Elgin National 
Watch Co., organized in the sixties at Elgin, IIl., has 
made that Illinois town famous throughout the world, 
and the Hamilton Watch Co., at Lancaster, Pa., came 
soon after the other two to build a reputation for fine 
watchmaking not surpassed anywhere and, all three of 
these have accepted their full responsibility for the 
watches they build. 

“The large capital invested in their plants and the 
traditions for dependability so carefully guarded by their 
management insure a protection to the public and the 
dealer not easy (if not impossible) to duplicate. 

“The dealer should carefully consider these factors 
in his selection of merchandise for which he must ulti- 
mately accept the responsibility of satisfying his cus- 
tomer.” 


Mr. and Mrs. W. M. Birks are leaving about Sept. 
2, for Vancouver, whence they sail Sept. 9 by the 4orangi 
for New Zealand, where Mr. Birks will attend the tri- 
ennial meeting of the Federation of Chambers of Com- 
merce of the British Empire, being held in Wellington. 
They will afterwards proceed to Australia, and will 
return to Montreal shortly before Christmas. Mr. Birks 
is president of Henry Birks & Sons, Montreal jewelers. 
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OFFICIAL WALTHAM DISTRIBUTORS 


AISENSTEIN-WORONOCK & SONS, INC., 
630 Fifth Avenue, New York, N. Y. 


|. ALBERTS’ SONS, INC., 
373 Washington Street, Boston, Mass. 


THE BALL CO., INC., 
58 East Washington St., Chicago, Illinois. 


E. BASTHEIM COMPANY, 


Jewelry Trade Building, Los Angeles, California. 


BUSS-LINTHICUM-THORSON, INC., 
35 East Wacker Drive, Chicago, Illinois. 


BUTTERFIELD BROTHERS, 
Third & Morrison Sts., Portland, Oregon. 


A. COHEN & SONS CORP., 
584 Broadway, New York, N. Y. 


EISENSTADT MFG. COMPANY, 
Locust & Eleventh Sts., St. Louis, Mo. 


A. H. FICKEN COMPANY, 
722 Union Mortgage Bldg., Cleveland, Ohio. 


A. FRISCH & CO., INC., 
373 Washington St., Boston, Mass. 


GERWE-FROHMAN COMPANY, 
18 W. Seventh Street, Cincinnati, Ohio. 


HENRY GINNEL & CO., 
15 Maiden Lane, New York, N. Y. 


GOLDSMITHS' CO. OF CANADA, 
120 Wellington St., West, Toronto, Ont., Canada 


A. |. HALL & SON, INC., 
150 Post Street, San Francisco, Calif. 


A. HIRSCH COMPANY, 
35 East Wacker Drive, Chicago, Illinois. 


H. O. HURLBURT & SONS, 
817 Chestnut St., Philadelphia, Pa. 


LEONARD KROWER & SON, INC.., 
Canal & Exchange Place, New Orleans, La. 


L. MANHEIMER & BROS., INC., 
20 West 47th St., New York, N. Y. 


MANHEIMER WATCH COMPANY, 
35 East Wacker Drive, Chicago, Illinois. 


MAYER BROTHERS, 
Third Ave. at Union Mann Bldg., Seattle, Wash. 


M. A. MEAD & CO., INC., 
35 East Wacker Drive, Chicago, Illinois. 


MORGAN & ALLEN CO., INC.., 
150 Post St., San Francisco, Calif. 


E. W. REYNOLDS CO., INC., 
Broadway & Fifth Street, Los Angeles, Calif. 


E. H. SAXTON COMPANY, 
387 Washington Street, Boston, Mass. 


J. J. SCHMUKLER & SON, 
133 Canal Street, New York, N. Y. 


M. SICKLES & SONS, 
904 Chestnut Street, Philadelphia, Pa. 


STEIN & ELLBOGEN CO., INC., 
55 E. Washington St., Chicago, Illinois. 


ALBERT WALKER CO.., 
202 Washington St., Providence, R. |. 


WALLENSTEIN-MAYER COMPANY 
31 E. Fourth Street, Cincinnati, Ohio. 


SAMUEL WEINHAUS CO., INC., 
722 Penn Avenue, Pittsburgh, Pa. 





BRANCH OFFICES 


NEW YORK CITY, 15 Maiden Lane, 
Mr. H. R. Williams, Manager 


CHICAGO, 35 East Wacker Drive, Mr. E. Bagge, 


Manager; Mr. A. A. Colvin, Manager 


CINCINNATI, Keith Building, Mr. L. R. Olsson, Man- 


ager 


SAN FRANCISCO, 704 Market Street, 
Mr. E. C. McKeen, Manager 


WALT 


First American Watchmaker 


NEW ENGLAND Sales Manager, Mr. W. J. Marshall 
DETROIT, 525 Fisher Bldg., Mr. C. J. Edwards 


LONDON, ENGLAND, 24-27 High Holborn, 


Mr. C. A. Schierwater 


TOKYO, JAPAN, No. 6 Naka Yongokan Marunouchi, 


Mr. M..1. Akamatsu 
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ESTABLISHED 1883 


M. A. MEAD & CO. 


35 E. WACKER DRIVE 
CHICAGO 





AMERICAN 
WATCHES 


SPECIALIZING IN 


ELGIN 
HAMILTON WALTHAM 





We carry the Complete Line 
Illustrated in the Waltham 
Catalog Ready for Delwery 


Send for your Copy of the Waltham 
Catalog with Complete List of Net Prices 


* Prereeee 


A. A, SCHOUMAGHER—W. N. JACKSON—J. M. MONTGOMERY 
35 E. WACKER DRIVE, CHICAGO 


HERMAN AUERBACH E. W. BERG W. R. EISCH J. W. ARMBRUSTER 


JOHN JOSEPH DETROIT 401 UNIVERSITY BLDG. 220 W. 5th ST. 
403 CLARK BLDG. : DENVER LOS ANGELES 
PITTSBURGH 


erry onan, 7 
Peete 
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BOSTON 


15 Jewel $32.50 Keystone 10 kt. Gold Filled 


TIME 


marches on! 


Traditional as our country itself, the 
name Waltham is the Standard of 


time. 


To be associated in the distribution 
of these truly great American 
Watches we consider an honor. 


With the gradual return to more 
prosperous times it should be the 
slogan of our American Jewelers to 
buy and sell American watches. 


For style and accuracy at a price 
Waltham stands foremost. 


You will find in our unusually com- 
plete Stocks the styles illustrated in 
the Waltham advertisement. 


E.H. SAXTON 


COMPANY 
387 WASHINGTON ST. 


Authorized distributors of 
WALTHAM WATCHES 


MASS. 











Aisenstein & Woronock & Sons, Inc., Removes to Suite 
in International Building 


Occupancy of one of New York’s finest wholesale 
jewelry offices was taken by Aisenstein & Woronock & 
Sons, Inc., on Aug. 12, when this rapidly growing concern 
moved from 2 W. 46th St. to handsome new quarters in 
the International Bldg., Rockefeller Center, New York, 


Photo ty Mattie Edwards Hewitt 
New headquarters for Aisenstein & Woronock 


The occasion was celebrated with a cocktail party at 
which approximately 150 manufacturers, jobbers and re- 
tailers were guests. A number of leaders in the jewelry 
trade were present. 

The new offices are the last word both in beauty of de- 
sign and in planned efficiency of operation. A feature of 
the establishment is a burglar- and fireproof, air-condi- 
tioned vault, 9 by 30 feet in dimension, said to be the 
largest in any jewelry house in the country. This effects 
a great saving in floor space and time in storing stock at 
the close of the business day, and allows for visible inven- 
tory at all times. 

This company was organized in 1885 by Morris Woro- 
nock and the late Morris Aisenstein. Its present officers 
are: Morris Woronock, president; Louis Aisenstein, vice- 
president and treasurer; Edward Aisenstein, vice-presi- 
dent ; David Woronock, secretary, and William Aisenstein, 
assistant secretary. 


A Peculiar Fire—Warning to Watchmakers! 

Fires sometimes are started by strange and unimagin- 
able combinations of circumstances. It seems not less than 
a duty for THE JEWELERS’ CiRCULAR-KEYSTONE to re- 
port a recent case of the kind, as a warning that may 
prevent a possible disaster to some subscriber in the future. 

One of the watchmakers in the shop of Ezra F. Bow- 
man’s Sons, retail jewelers of Lancaster, Pa., had occasion 
to hurry the drying of a watch brush that had been 
washed. He laid the brush down and set above it his 
bench lamp. No one was near, when a sudden flame and 
smoke attracted attention. The flame died out; but a 
pile of ashes and a blackened lens and charred brush 
were found on the bench under the shade of the lamp. 
What had happened was apparently that a watchmaker’s 
eyeglass, with frame of black celluloid instead of hard 
rubber, had been lying so as to catch light rays from the 
lamp, which the lens brought to a focus, acting as a 
“burning-glass’’ to set the celluloid on fire. Had a cup of 
gasoline nearby not happened to be covered, a serious fire 
might have resulted. 
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AMERICA’S LARGEST EXCLUSIVE WATCH HOUSES 


DIRECT DISTRIBUTORS 
Since 1875 


WALTHAM - ELGIN - HAMILTON 


LOUIS MANHEIMER & BROS., INC. 


NEW YORK CITY 
BOSTON 


MANHEIMER WATCH COMPANY 


CHICAGO 
LOS ANGELES 
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Our representatives are now on their respec- 
tive territories withthe most complete, smartest 


and up-to-the-minute line in our history... . . 


WAIT FOR THEM! 


You arecordially invited to Visit our Exhibit in Booth 120 at 


Convention of the National Association of Credit Jewelers — Chicago 
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Prizes Awarded at Commencement Exercises of 
Rhode Island School of Design 


AS USU AL eat ProvipENcE, R. I.—At the annual commencement ex- 

ercises of the Rhode Island School of Design, Edward O. 
; Otis, Jr., executive secretary of the New England Manu- 
Our line of WALTHAM WATCHES is com- facturing Jewelers’ and Silversmiths’ Association, 
prehensive and complete and every design presented the medals and scholarshipsoffered by that associa- 


tion to students in the department of jewelry, silversmith- 
ing and fabricated design. 





current and salable. 


It will make money for you as they are Diplomas of graduation were presented by the presi- 
making money for many others. There is a dent of the board of trustees of the school to Miss Mar- 
l ° garetta Candee Roberts and Robert Webster Smith, they 

place in every store for them and every ae ; : 
aving successfully completed the courses in the jewelry 

Jeweler should have them. department. 

es In addressing the graduates and student body, Dr. Rollo 
We are also Distributors of W. Brown assailed the perversion of the profit motive 


which he said has swept the United States in the past 25 
ELGIN W ATCHES years. He declared that business, industry, education, 
religion and social life have been affected by this phenome- 

ALSO OF non and warned of its future dangers in the light of the 
changes that already have occurred in American life. He 
H AMILTONS made a plea for ‘a fundamental new manner of guarding 
the sanctity of individual aspirations,” declaring that the 

In Zones 9-12 & 13 world looks to individuals rather than to organizations 
for original ideas. ‘“‘We want the greatest number of 


EISENSTADT MANUFACTURING high-grade individuals we can get,” he said. 


Dr. Royal B. Farnum, educational director of the 


COMPANY school, spoke to the graduates of the increasing oppor- 
317 NORTH ELEVENTH STREET tunities in the field of creative arts, and this thought was 
ST. LOUIS, MO. emphasized by Mr. Otis, preceding his awarding of the 








following scholarships and medals to students of the 
jewelry department. 

















We are ready to serve you as National Distributors of 


WALTHAM WATCHES 


Very newest styles for ladies and 
gentlemen—properly priced for 
buyer acceptance 


Fall lines are com- ) Write or wire 
plete and ready for “~< ‘i to have salesman 
1 \ call. 








prompt service. 














CUM: ‘THORS: ON, | NC. 

















owner Distitheters of Elgin = Waltham Watches 


35 E. WACKER DRIVE 630 - 5th AVE. 
CHICAGO NEW YORK 
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ALBERTS’_THE HOUSE OF SERVICE 
Direct Distributors of 


WALTHAM 


ELGIN WATCHES 
HAMILTON 


Always at the service of the retail jeweler with com- 
plete stocks of salable and profitable merchandise. 


I. ALBERTS’ SONS, Ine. 


373 WASHINGTON ST. BOSTON 
JEWELERS BLDG. MASS. 


If It’s An American Watch—We Can Supply It! 

















OUR SALESMEN will show you 


Wholesale Distributors 
Jewelry — Watches—Diamonds — 





Clocks — Silverware — Luggage 

and Leather Goods — Glass and | 

Chinaware — Novelties and Gift A complete stock of 
Merchandise. all new Waltham 


International Sterling Silver and Pla‘e— 


Oneida Community Products models available for 
Seth Thomas—Sessions—Ingraham— | pr ompt d eliv ery. 


New Haven and Ingersoll Clocks 
me LEONARD KROWER | | 
mau 8=—s & SON, Inc. | 


Importers— 
W holesale— 
Exporters 


| | 18 W. 7th STREET 
‘am 111 Exchange Place | 


a New ORLEANS, LA. | | CINCINNATI 
Established 1885 | 














COMPLETE LINES OF Gerwe-Frohman Co. 
Waltham Watches Distributors of American Watches 
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Diamond and platinum bracelets and brooch 
add to the charm of Sonja Henie, skating 
queen, newly signed with 20th Century-Fox 


Arline Judge (right), who will be seen in 
“King of Burlesque” for 20th Century-Fox, 
| wears pearls with her silver fox and black 
: velvet. 











¢ From the Silver Screen 


INE JEWELS . . . for fair ladies of Movieland to wear . . . for fair 

ladies of the nation to see and desire. Hollywood folk have Some of 
the finest private gem collections in the world, among them notable Se 
of emeralds and star sapphires. Jewels will play an important Movie rij 
during 1936-37. Pearls are used more than in previous years, 
are even worn twin-fashion on the third finger of the left han¢ 


Silver toilet accessories aid June Lang 
(above) 20th Century-Fox player. June, 
who has a flawless complexion, dusts her 
face with her favorite powder, and then 
removes surplus with a soft brush. 


Dolores Costello Barrymore (left) 

wears emeralds and diamonds, in 

jewelry designed by Trabert & 

Hoeffer, in Paramount’s ‘Yours for 
the Asking.’ 


Eleanor Powell (right) is a ruby 
enthusiast. She recently wore this 
matched ruby and diamond set in 
“Born to Dance,” for Metro- 
Goldwyn-Mayer. 








SRPa«za 











™ is the Latin word 
meaning “‘stone”; lazuli is derived from the Arabic term 
for Heaven. This opaque blue gem has been associated 
with the culture of the earliest civilizations known to us 
at this time. In the excavations of probably the most 
ancient culture, that of Sumeria (circa 3000 B. C.), a 
yanity case of gold and lapis lazuli was found which con- 
tained lipstick, rouge and tweezers. The Egyptians in 
their list of booty resulting from military invasions of 
Asia recorded as of the greatest value gold and lapis. 
They imported lapis from Asia, probably from that source 
in Badakshan which is only now becoming depleted. The 
trip from Egypt to the lapis markets and return then 
required several years. An unexplainable but interesting 
fact is that the Egyptian written symbol for lapis was a 
man stopping a pig by grasping its tail. 

In the days of the Italian Renaissance those painters 
who were patronized by the Medicis and other art con- 
noisseurs used powdered lapis as the pigment fcr a blue 
paint, known as ultramarine. Ultramarine is still used in 
painting, but is now artificially made. Magnificent slabs 
of lapis were used as wainscot in the palaces of the Rus- 
sian royal family. Lapis-lazuli is not a homogeneous min- 
eral, but is spoken of as a mineral substance because it is 
a combination of various minerals. In this latter respect 
it is like a rock. However, unlike most rocks, it has fairly 
constant physical properties, such as hardness, refractive 
index, and specific gravity, and in its narrow range of 
those properties it resembles a mineral species. Its chemi- 
cal composition varies with the amounts of the various 
minerals contained in the specimen under consideration. 

Lapis-lazuli is a mixture of lazurite and several other 
minerals, usually diopside, amphibole, mica, calcite, and 
pyrite. Calcite, which is usually the matrix of lazurite, is 
much more prominent in specimens of lapis-lazuli. Lazu- 
rite is a complex silicate. (The blue color of which is 
perhaps due to presence of sulphur.) Dr. Kraus gives 
(Na.Ca)oAlo Al(NaSO4, NaSs, Cl) (SiO4)s. Dr. 
L. J. Spencer gives Nay(NaSgAl) Al, (SiO4)3. Lazu- 
ite itself contains molecules or grains or hauynite, ultra- 
marine and sodalite, each of which is also a bluish mineral. 
Another blue mineral somewhat similar in appearance to 
lazurite is lazulite. The two names are often confused. 

Most pieces of lapis consist of crystals of lazurite (often 
too small to be seen under an ordinary loupe) embedded 
in a form of whitish calcite. If the calcite is so prominent 
that it closely approximates the lazurite in the amount of 
surface covered it should probably be known as lapis 
lazuli matrix, since the calcite is the matrix in which it 
forms. Lapis in which the calcite or other whitish min- 
eral is prominent is known as Chilean Lapis. This whitish 
material is sometimes successfully stained, resulting in 
lapis which is a solid color. Other soft grayish minerals 
are also stained to resemble lapis. Grayish jasper and 
grayish chalcedony are stained and sold under the name of 
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by 


ROBERT M. 
SHIPLEY 


President, Gemo 
logical Institute of 
America 


A figurine of Kwan- 
Yen, Chinese God- 
dess of Mercy, 
carved from Sibe- 
rian Lapis-Lazuli 


Courtesy American Museum of Natural History, New York 


“Swiss Lapis” or “German Lapis’”—an obvious misrepre- 
sentation. Dyed jasper or chalcedony usually exhibits 
distinct spots of darker blue resulting from the unequal 
penetration of the dye. 

The better qualities of lapis contain specks of pyrite, 
popularly known as fool’s gold. However, these are not 
necessary to assure the value of the stone; specimens of 
the finest blue, evenly colored and without pyrite, are 
especially valued by connoisseurs. The finest color is a 
very intense blue—the exact hue and intensity of which 
is rarely seen elsewhere in nature. It might be described 
as an indigo blue or a “violetish” blue. This material 
seems to have come from Badakshan through Persia and 
was long known as Persian lapis. In Badakshan, which 
is in Afganistan, lapis occurs in large masses and is mined 
by building fires upon it. Upon cooling it cracks into 
pieces of a size which can be handled. Marco Polo in 
1271 reported the location of these mines, which is on the 
northern slopes of the Hindu-Kush in Northwestern 
Afganistan high in the mountains—near the headquarters 
of the Oxus River and not far from Afganistan ruby 
and spinel mines. It is probable that the lapis which his- 
tory has recorded as originating in Persia, Tibet and 
China came from this source. The material from this 
source is of various hues and tones of blue, but on the 
whole is not of as fine quality as it formerly was and the 
mines are apparently at last pinching out. The material 
is marketed through Russia and is now often called Rus- 
sian Lapis. In 1930 a new source of fine material was 
reported near Khorog in the Pamir Mountains in the 
territory of the Russian Soviet Republics. Its location is 
almost inaccessible and little is known of it. 


Another source of lapis is in Siberia near Lake Baikal. 
(Please turn to page 95) 
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A KAPLAN GUARANTEE 
HELPS SPEED SALES 


. such as this has put the name of Lazare Kaplan before 
the world as today’s leading diamond expert. As an expert your- 
self, you know the importance of proper cutting and polishing to the 
permanent beauty and brilliance of a diamond. Added to your own 
reputation, the authority of a Kaplan Certificate will be a powerful 
asset in promoting and speeding sales. 

The Kaplan Certificate assures your prospect of the same care and 
skill in processing Kaplan Certified Diamonds as were used with the 
famous Jonker Diamond. Furthermore, jewelers handling these dia- 
monds benefit by the national advertising that is calling public atten- 
tion to them. 

Jewelers everywhere have displayed so much interest in the address 
of Lazare Kaplan to the American Gem Society on the cutting of the 
Jonker Diamond that we have issued this address in book form under 
the title “Charting A Passage Over A Diamond Sea.” A free copy of 
this booklet is yours for the asking, and we shall be glad to furnish 
you with full detailed information concerning Kaplan Certified Dia- 
monds and plans for promoting their sale. 


LAZARE KAPLAN & SON, INC. 


\ c A ashington {05 Diamond Cutters 
) ) 64 FULTON STREET, NEW YORK, N. Y. 
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UCH of the intrinsic value of diamonds is the senti- 

mental value attached to them when they become 
heirlooms. A diamond or several diamonds given to 
mother as an anniversary or birthday present, inherited 
later by her daughter, are usually considered invaluable, 
and rarely ever appear on the market again. A halo of 
tradition is woven around them. ‘They become treasured 
family possessions. Look around your own family circle 
and you will realize how much value is attached to family 
jewels. Assuming that every family has one or many 
diamonds, and keeping in mind how many thousands of 
families the world contains, you will be able to under- 
stand how great the world power of absorption for dia- 
monds must be. 

The layman is of the opinion that a diamond to be 
worth owning or to be considered a gem must be perfect. 
This is a mistaken idea. Brilliancy and color are more 
important than perfection; and many diamonds, even 
though they have a slight imperfection, are classed gems 
because of their outstanding individuality. 

Ask your prospective customer: “Have you ever met a 
person who had a terrible blemish or scar or infirmity of 
some kind which made you shudder and draw away from 
him, but after becoming acquainted with this same per- 
son and having an opportunity of learning his true value 
by his marvelous character, or his marvelous soul, you 
found him attractive? The same may be said of a true 
gem diamond, in spite of its imperfection. If its gem 
quality is 9/10 of the stone, why worry about the 1/10 
imperfection?” The only thing that is necessary at all 
times is to tell your customer the absolute truth about the 
quality of your diamond. 

Diamonds are considered a safe investment, easily 
transportable and salable everywhere and at any time all 
over the world. “Thousands of men and women have 
been saved by an investment of this kind during and after 
the great war. 

Let’s suppose you are waiting on a prospective cus- 
tomer wanting to purchase a diamond ring and some other 
piece of jewelry. He happens to have a friend with him 
who is a religious person and of the opinion that jewels 
are a wanton luxury. Now, use your Bible and combat 
this line of thought. Refer them to Exodus, Chapter 28, 
. verse 2, where the Lord commands: “And thou shalt 
make holy garments for Aaron thy brother for glory and 
for beauty”—15th to 21st verses, “and thou shalt make 
the breast work of judgment with cunning work of gold, 
and thou shalt set in it settings of stones, even four rows 
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Suggestions on Selling Diamonds 


Abstract of an Address by A. F. Eisenbeiss at the Breakfast Con- 
ference of the A.N.R.J.A. Held in the Perroquet Suite on 
Wednesday Morning, August 26. 


of stones, the first shall be a sardius, a topaz and a car- 
buncle, this shall be the first row. And the second row 
shall be an emerald, a sapphire and a diamond, etc.” 

Next let me tell you how to bring romance into play 
when a sale seems to be lagging. No doubt you all have 
read the history of the world’s famous diamonds, now 
24 in number, since the Jonker has been added; use any 
of these stones, the Regent, the Hope blue diamond—you 
will be surprised how eagerly your customer will listen 
to you. Yes, and don’t forget most people like to buy 
from a dealer they consider an expert and a lover of his 
wares. So, learn all you can about gems. 

Offer to give talks to civic bodies, church groups, high 
schools, etc. You will find nothing will excite more ad- 
miration and desire. Read Henry Van Dyke’s book “The 
Story of the Other Wise Man.” It will also benefit you, 
Mr. Jeweler, to devote as much time as possible to study- 
ing gemology. Not long ago I was called in to appraise 
some diamond jewelry held by one of our large banks in 
St. Louis and after going over them carefully, finally 
giving my results, the president was called in and when 
he saw my figures he started to rave about blankety blank 
jewels as collateral. 

“Wait a minute, Mr. , I am sure if you look into 
some of your other collateral that you have you will 
change your mind about these diamonds,” I said. He said, 
“Sir, you seem to have great faith in diamonds having 
value.” “You bet I have,” I answered. 

“Well,” he said, “I don’t blame you and am going to 
tell you what happened to one of our rich St. Louisians 
who, with his family, was making a world tour. He left 
with two very substantial letters of credit and had no 
trouble getting money anywhere, until he was caught 
short of the coin of the realm in an interior town of 
this particular land, it was either the interior of China 
or India, I’ve forgotten, but when he went to the local 
bank in this particular place, much to his surprise his 
interpreter told him they could not advance him money 
as the bank had no foreign connections, so he returned 
to his hotel and came back with a U. S. Government 
Bond. Again a shrug of the shoulder and a refusal. 
‘However, sir, if you have some jewel of value we will be 
glad to advance you enough money to see you safely to a 
large city and then you may send us the money. and we 
will return your jewel,’ so back to the hotel he went and 
returned with one of his wife’s diamond rings, got enough 
money to proceed on his journey and later had the ring 
returned. So your faith seems to me to be okeh.” 
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Importers and Cutters of 


DIAMONDS 


608 Fifth Avenue, New York 


. ; Antwerp—48 Rue Simons 
Cutting Works: Amsterdam—33 Sarphatistraat 


64 West 48th Street London—23 Holborn Viaduct 

















A Complete Stock of Fancy Diamonds 


of every description for your selection. 





LOUIS GURFEIN & SON 


608 Fifth Awe. New York, N. Y. 














ANTWERP SOUTH AFRICA AMSTERDAM 
76 Rue de Pelican 76 Church St., Kimberley 2 Tulpstraat 
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Jewels and the World of Fashion 
(From page 47) 


Russian rococo types were noted for evening wear. Sprays 
of diamond flowers held the curls of debutante or matron 
in place and six or seven diamond bracelets were worn on 
one arm. Many pairs of bracelets with rings and clips 
to match were shown. 

In addition, there were showy, massive bracelets, 
beautiful fob and pendant watches and diamond orna- 
ments worn like a lapel watch as a dress decoration for 
evening. We particularly noticed diamond bowknots 
fastening stunning evening gowns. . 

Handmade belt buckles with original designs, large 
and important, were shown. Bag tops are again jewelled, 
as are vanities and combs. 

Animals, leaves arranged in Empire designs, banjos, 
fish and flowers set with diamonds, were worn by the 
mannequins of Mainbocher. We also saw at Mainbocher 


a young, attractive mannequin wearing a Second Empire, — 


off-the-shoulder gown with a jewelled locket suspended 
on a slender black ribbon. 

Diamond necklaces were first in favor. Rubies, sap- 
phires and emeralds were next. Pearls were worn by 
every woman in Paris. At Maxim’s, the last evening 
there, I think I was one of the few women present who 
did not wear at least one strand with earrings to match. 
Pendant earrings, by the way, were a popular accompani- 
ment to formal evening costumes. 

Very handsome jewel-encrusted flower motifs were 
worn on the lapels of rough tweed and woolen jackets 
and coats. Jewels are considered very smart with sports 


clothes, and even sweaters, cardigans and tweeds have 
their jewelled accessories. If a woman appears without 
jewels at any hour of the day or night there is just orie 
answer—she hasn’t any. 

Clips, pins, hairpins, and even hatpins are enchantingly 
jewelled. Hats of velvet with little peaked crowns point 
their rakish angles with handsome jewelled clips. 

Paris dressmakers frankly stated that many of the 
gowns were designed for jewels and in several of the 
most important of the openings handsome jewels from 
Van Cleef, Boucheron and Ostertag were worn and given 
prominent notice. Some gowns were frankly called 
‘‘jewelled dresses” and were so described in the programs. 

The frills, jabots and collars of the new blouses all use 
clips, brooches or pins to keep them in their places and 
huge gold rings and bracelets worn over gloves are in 
demand for daytime wear. 

If you will recall the days of Napoleon, you will know 
the spirit of the fashions of today. The elegance and the 
luxury of the Directoire is again present. Every smart 
gown has a jewelled decoration. This is the time that 
everything is with the jeweler, even the neckline of 
dresses. Times are better and new purchases need to be 
made—new watches, new rings, new bracelets and neck- 
laces to perpetuate an old fashion. 

If jewelry does not sell this Fall, it will not be because 
fashion, the inclination of a lovely lady or the fear of 
robbers has anything to do with it. Fashion is kind, G-men 
have waylaid the bandits and a whole new crop of buyers 
has matured. The harvest is ready. 

The jeweler who doesn’t seli now has only himself or 
his stock to blame. 
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THE “RAJAH” 





The finest specimen gem Cat’s Eye, 60 carats, with the sharp eye and honey color 


THE “RAMAH” 


The largest gem quality zircon in the world. Weighing 208 carats. 


THE “STAR OF AMMON” 


One of the rarest quality gem star rubies ever found in Ceylon. 35 carats. 


These three magnificent gems, together with a fabulous collection of other valuable 
pieces, already claimed as gems for royal collections or museum pieces, are being 
exhibited now in leading jewelry stores throughout the country. Arrangements for 
future exhibits are made as inquiries are received. 


ZIiRCONS 


ALL SIZES 


ALL COLORS 


PAPAZIAN BROTHERS, Ine. 


580 Fifth Ave. 


New York, N. Y. 


Direct Importers and Cutters 
STAR SAPPHIRES — STAR RUBIES — CAT’S EYES — ORIENTAL SAPPHIRES 
ANTWERP — BOMBAY — COLOMBO — BANGKOK — SINGAPORE — SHANGHAI — YOKOHAMA 




















THE CUSTOMER SERVICE 
ALL FIRST CLASS 
RETAILERS WILL OFFER 


Leading retailers in largest to smallest communities are 
now offering to customers—accurate, proven knowledge 
of their merchandise—better buying and ——- meth- 
ods—greater financial stability due to increased profits. 
Increase your business by this and the display service 


furnished when examination is passed permitting the - 


use of the emblem below. 


(Niu ay Sa 


SIGNIFIES A NATIONAL RECOGNITION OF YOUR IN- 
TEGRITY AND A GENERAL SCIENTIFIC KNOWLEDGE 


of diamonds, other gems, precious metals and jewelry. 








-Your customer against unethical 
Protects merchants. 


Your reputation. 
| Against expensive blunders. 


| National approval of your ethical 
standing. 

Your knowledge of merchandise. 

Your diamond grading ability. 

Knowledge of economical mer- 

.. chandising. 


Proves 


a. ats ; 
utstanding position in commu- 
Builds nit 





Customer confidence. 
Increased profits. 


Write today for descriptive pamphlet. 


AMERICAN GEM SOCIETY 
555 So. Alexandria Loe Angeles, Calif. 








8511 West Sixth Street 





THE CUSTOMER SERVICE 
ETHICAL DIAMOND AND GEM 
EXPERTS WILL OFFER 


Leading retailers everywhere are preparing themselves 
and their employees to offer—scientific knowledge—abil- 
ity to identify all stones, genuine or artifictal, and metal 
alleys—an advisory service of the highest order. 


Certified Gemologist 


[sinc a Sr) 


SIGNIFIES AN INTERNATIONAL RECOGNITION OF 
YOUR EXPERT KNOWLEDGE OF DIAMONDS AND OTHER 
GEMS PLUS ETHICAL APPROVAL. 








You against those who merely 
pose as experts. 


Protects 
Your customer against unquali- 
|. fied gem salesmen. 


A thorough knowledge of. dia- 


monds. 
Proves 
Your ability to expertize all 
L. stones. 
[New opportunity for business. 
e 
Builds ‘A more preeminent local position. 





..Wider reputation as an expert. 








Write today for descriptive booklet. 
GEMOLOGICAL INSTITUTE OF AMERICA 


Los Angeles, Calif. 
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Chicago the Convention City 
(From page 51) 


addition, there is the auditorium, with 4365 seats and 
the Chicago Civic Opera with the largest stage in the 
world. 

Chicago is particularly proud of seven of its institutions 
which should be marked MUST on the list of things 
to see. 

These are the Adler Planetarium, where the entire 
celestial orbit reproduces under a dome over the visitor’s 
head all the workings of the universe; Brookfield Zoo, pat- 
terned after the German zoos, with wide moats, instead 
of cages and bars, separating the animals from the spec- 
tators; the Chicago Historical Museum; the Field Mu- 
seum of Natural History, with collections from all times 
and all parts of the world; the Museum of Science and 
Industry, housed in the Fine Arts building of the 
Columbian Exposition; the Oriental Institute at the 
University of Chicago, and the Shedd Aquarium, newest 
and most complete of the day. 

Other attractions of the city include the stock yards, 
the Ghetto, Hull House, Chinatown, Washington Park, 
Jackson Park, Lincoln Park and Lincoln Park Zoo, the 
Elks Memorial, the Academy of Science, the Historical 
Society, the Merchandise Mart, the public library, shop- 
ping and financial sections, the Art Institute, Fort Dear- 
born, Arlington Park and the municipal air port. 

Fourth largest city of the world, Chicago stands at the 
crossroads of American travel. ‘Thirty-eight railroads, 
with 1980 passenger trains arrive and depart daily—one 


every 44 seconds. Thirty bus lines extend to all parts of 
the nation; eighteen aviation routes extend over 20,000 
miles, and nine regular steamship lines carry passengers 
to and from Chicago. 

Chicago has a comprehensive street car network with a 
well-equipped line every three blocks; an elevated railway 
system with 16 routes and extending 231 miles, a modern 
motor coach system with 27 branch lines, and established 
taxi companies. Boulevards offering 98 miles of con- 
tinuous driving connect 205 well-kept parks and play- 
grounds. 


Good Advice 


“The other evening my wife told me that she had re- 
ceived an advertising circular from a local jeweler, ad- 
dressed to me, on which she was obliged to pay three 
cents because of insufficient postage,” writes W. F. Scha- 
phorst, M.E., 45 Academy St., Newark, N. J. 

“Upon opening the envelope and finding that it was 
merely a processed letter and a circular I promptly threw 
it into the wastebasket. I was too ‘sore’ to read it. Not 
only that, I told my friends about the ‘cheapness’ of the 
jeweler and the wife will doubtless tell many of her 
friends and acquaintances about it.” 

To circularize is an excellent thing, but be sure to affix 
sufficient postage. To make a prospect pay part of your 
postage is ‘‘negative advertising,’ which is worse than no 
advertising at all. Although it is a bad business blunder 
the affixing of insufficient postage is a surprisingly com- 
mon occurrence. Be sure that you never do it, especially 
if it is a business solicitation. 
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MAYBAUM BROS. 


N C O R 


48 West 48th St. « New York lass 


Large Stock of Finest Quality Diamond Platinum 
BRACELETS, BROOCHES and RINGS. GENUINE 
RUBIES, EMERALDS, STAR SAPPHIRES and 
PEARLS. Loose Stones in all Sizes and Shapes. 
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Actual photograph 
of a Star O’ Lite 


“Star O' Lite’ 


TAR O’ LITES in Ruby Red and Rich Blue 

colors have been accepted by Leading Manu- 

facturers as a real innovation in modern Stones 
—Have you seen them? 


Star O’ Lite is a Fascinating New stone creation 
with a beautiful movable star. ... The only stone 
of its kind on the market. Ask your manufacturer 
or jobber for a selection of Star O’ Lite jewelry. 


DREHER BROS. and WIDER 


Importers and Cutters of 


PRECIOUS AND SEMI-PRECIOUS STONES 


48 WEST 48TH STREET 


NEW YorK City 








S. GENN, Inc. 


Importers & Cutters of 


DIAMONDS 


SPECIALIZING IN 


BAGUETTES 


ALL SIZES 


FANCIES 


VARIOUS SHAPES 
IN PAIRS 


630 FirTH AVENUE 
INTERNATIONAL BUILDING 
NEW YORK 


ANTWERP: PARIS: 


27 Avenue De Belgique 5 Square De L'Opera 2 Tulp Straat 
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Lancaster, Pennsylvania 


(Home of the HAMILTON Watch) 
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Watches 
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New diamond models from $65.00 
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Up or Down 


(From page 43) 


but they can be influenced, they can be led, but must not 
realize they are being led. The pathetic thing today is 
to see hundreds of thousands of young people who nine- 
times-out-of-ten will tell you with a certain amount of 
pride and braggadocio that “they don’t wear jewelry.” 
That’s a sad state of affairs for our business. Even as 
recently as ten to fifteen years ago it used to be the 
crowning ambition of young people “to some day own fine 
jewelry.” You have all heard that expression many times. 
Today they seem to want almost anything else first. 
How did that marvelous position we occupied at that 
time slip from our hands? I think I can tell you. We all 
took it for granted, and felt it was our divine right to 
expect people to come into our stores and buy from us. 
If they didn’t we were highly indignant and felt we had 
not been treated right. Think of it! We have been in 
business for years and for years we have honestly served 
this community; we have paid our taxes; we have con- 
tributed to the charities when requested to do so; we have 


been good citizens and what is the result? People are | 


not buying from us as they used to do. And the reason 
is we have let someone else—I might say everyone else— 
win that business from us. We therefore needed some one 
who could reach the young people and instill into their 
minds an appreciation for jewelry merchandise. We 
needed this good publicity originating, for example, in 
the movie studios—instead of no publicity at all for 
jewelry ; or, as was the case with Greta Garbo, unfavor- 
able publicity. It was a well known fact that in the 
height of her fame Garbo actually said “she wore no 
jewelry.” Garbo, as every other movie queen, has her 
followers. Just consider that a minute and realize the 
thousands, and hundreds of thousands of women who 
look to these movie queens for their ideas and ideals. 

Not so long ago the churches made a very good move 
toward cleaning up the morals of the moving pictures, and 
I have no fault to find with that. But let me tell you they 
have seriously cramped the style of the very best publicity 
medium the jewelry business has had in years in shutting 
off and hampering the activities and many pictures of 
Mae West. There was a jewelry wearer for you and, 
while she may have gone to extremes, nevertheless there 
were thousands who were willing to be her disciples as 
far as dress and adornment were concerned . . . and, believe 
you me, that helped our busines. So did that picture 
about “Diamond Jim” Brady. Some young folks for the 
first time in their lives saw the important place jewelry 
used to play in our lives. 

This, of course, all has to do with the big national 
picture and you may say “But what has that to do with 
my particular town and community?” And I will tell 
you that it has just this: If you realize the truth of what 
I am telling you, you can put these principles to work in 
your own community and they will work, for I have seen 
them work. When you plan and build a display don’t 
make it an exhibit of merchandise no more interesting, no 
more desirable, no more stimulating than a museum ex- 
hibit, but always with the thought of showing how and 
what jewelry will do for a person. The usual window 

(Please turn to page 93) 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1936 











OSCAR 
EYMAN 


AND 
bron i“ 


Ohvrennvrens 


FASHIONS 
ww PRECIOUS 
GEM 
JEWELRY 


MADE BY HAND 


OF THE FINEST 
MATERIALS 





642 FIFTH AVENUE 
NEW YORK CITY 








91 








FOR Stones SEND To 






































! Bg 
| 2 CO.|| THE NON-RETAILING COMPANY 
: 5. N A T H A N INC. Wholesalers. of, Witches, Clocks, Jewelry 
ad 71-73 NASSAU ST. Lancaster, Pennsylvania 
* NEW YORK offers you 
7 + 
* — + steht The Largest and Most Compre- 
ih & OUR SERVICE. Kaved up to take care of all F | G | N W, A T .. H F S 
i your requirements—PROMPTLY AND AC- 
| © Pe tensa you want, when you want it! from one of the largest stocks in 

e Write—Wire—Phone. the East—a stock closely geared 
a Importers and Cutters of to sales assuring 
| . . DIAMONDS - 

e . - PEARLS 

€ . . PRECIOUS PROMPT DELIVERY 

» SYNTHETIC FACTORY FRESH WATCHES 
6 
and IMITATION 
e . STONES, etc. | e 
e . | It's the best looking line Elgin ever had 
ll @ CULTURED PEARLS 
ZIRCONS | Wholesaling ONLY to the Retail Jeweler ONLY 
> 




















STAR SAPPHIRES | for 56 Years 


LZ] Rms 


WHITES C 
: “Ng 


_ JAMES A. DRILLING CO. 
Try CA APAN WESTCO WATCH STRAPS 























c\) MUR] 





Semi-Precious Stones 
87 Nassau St. CO-7-4218 New York 

















MABRh MERIT QUALITY STRAPS AT UNEQUALED PRICES. We can satisfy all your 
needs and LEAVE YOU A GOOD PROFIT. Order through your 
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Up or Down 


(From page 91) 


display of jewelry says nothing to the passerby except, 
“Here is some jewelry—if you need any.” Make yours 
a selling job! 

One jeweler asked me how he could do that. He said, 
“It is very well for you to talk like this and elucidate on 
this principle, in all of which I agree, but I am not an 
experienced advertising man. How could / apply that 
principle?” 

Here’s how. ‘Take the merchandise you want to 
display or advertise. Set it out on the counter before you; 
look at it, and with pad and pencil before you write down 
the various advantages, pleasures, etc., this merchandise 
will give the owner and presto, you have your selling copy. 
For example: “Your friends judge you by the silver you 
own,” “Guests will praise your taste,” “A smart silver 
vase will brighten that dull corner,” ‘“‘A fine diamond is 
a never-ending source of enjoyment,” “To own a fine 
diamond is a joy forever,” “By your diamonds you are 
known,” “A diamond is a permanent investment in good 
appearance,” “Our diamonds adorn beautiful ladies and 
mark successful men,” “Are you proud of the watch you 
are wearing,” and “Watches have style, too. See our 
newest models.” 

Don’t you see that you want your displays to reflect 
ideas, thoughts, and suggestions of interest to your 
customers? Don’t you see that if you sell your merchan- 
dise for what it will do for the purchaser, that each 
wearer, or owner, becomes another walking and talking 
advertisement for your business? People like to follow 
the leader. 

And, while you are at it, never overlook quality—never 
forget that you want to take your store away from the 
class of competition we find creeping in through drug and 
novelty stores—even five-and-tens. Think of your future 
and the future of the business in which you are spending 
your life, in every transaction you make. 

Up or down? Where are you headed? 





Harry Wile 


BUFFALO—A stomach ailment proved fatal for 
Harry Wile, president of the Buffalo Jewelry Case Co., 
who died July 23 in Fillmore Hospital. He was widely 
known in the trade and was formerly connected with the 
firm of White, Wile & Warner. He was keenly inter- 
ested in Jewish charities. Mr. Wile was 58 years of age 
and was unmarried. Two sisters survive. Services were 
held July 24 in the Brady funeral home. 





A hundred people, including many engaged in the 
diamond and jewelry trade, were guests of Mr. and Mrs. 
A. D. Leveridge at their country place in Pompton 
Plains, N. J., on the occasion of “the Leveridge County 
Fair,” held Saturday, Aug. 22, marking the birthdays of 
Leo and Donald Leveridge, 21 and 18 years respectively. 
A sudden storm did not mar the events, beyond extin- 
guishing hundreds of Japanese lanterns, as the various 
food and refresment booths, freak shows, games and 
riding events had given place to dancing in the barn. 
Guests were given “baloney” money with which to pur- 
chase entertainment. 
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ZIRCON 





DREHER BROS. and WIDER 


Importers and Cutters of 
PRECIOUS AND SEMI-PRECIOUS STONES 
48 WEST 48th STREET—NEW YORK CITY 


Write for our booklet “The Zircon—Gem of Mystery” 
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CLOCKS 


SETH THOMAS 
PLYMOUTH 
| WESTCLOX 


SILVERWARE 


1847 ROGERS 
WM. ROGERS & SON 
COMMUNITY 
TUDOR PLATE 

















A FULL STOCK OF ALL ACTIVE PATTERNS 
PROMPT DELIVERY WHEN YOU NEED IT MOST 


THE NON-RE SENG COMPANY 
Wholesalers. of Vvatches, Clocks, Yeu ely 
Lancaster, Pennsylvania 


Wholesaling ONLY to the Retail Jeweler 
z ONLY for 56 Years 




















AMAZING VALUE 





No. 101 


3 PIECE STERLING COFFEE SET 
WITH 


STERLING TRAY 


Approximate Weight 48 ozs. 
PRICE COMPLETE $57.75 


A Complete Assortment of Refinished 

World-Known Makes of Old Sterling 

Silver Hollowware at a Fraction of the 
Original cost 


GOLD RECOVERY & REFINING CORP. 


53 West 47th St. New York 




















“Our Windows 
Ought To Be Changed! 


“But I don’t know when 
I can find time to do it. 
Wonder what would be 
new and different?” 


Mr. Jeweler, if you ever find yourself in that pre- 
Display 


Service. It is meant for busy, ambitious merchants 


dicament, then investigate the Retail 


who want to get the maximum selling help out 
of their windows. 


What It Will Do For You 


@ Give you from one to five original 
ideas for windows every month. 
The number depends upon your 


order. 


@ Give you colored sketches show- 
ing just how these windows will 
look. 


@ Give you specific suggestions for 
creating these displays out of ma- 
terials you have on hand or can 
easily obtain. 


@ Give you exclusive rights to this 
Service in your city.* 


What It Will Cost You 


@ Prices are based on population of 
your city and number of sketches 
you wish each month. Our sub- 
scribers pay an average of $4.17 
per month and receive an average 
of four window plans per month. 


RETAIL DISPLAY SERVICE 


R.C.A. Building, Rockefeller Center, New York City 


* We reserve the right not to accept 
an order from any jeweler located in 
a city where another merchant is al- 
ready using the Service. 
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Lapis 


(From page 83) 


The matrix here is white dolomitic marble. ‘Vhe color is 
dark blue, but not of the intensity of the Badakshan lapis. 
Violet and dark green-blue varieties are known, light red 
has been reported. In this locality the material is also 
found in water-worn fragments in stream beds. Chile 
produces an inferior quality. ‘The source is in the Ovalle 
Mountains, in the province of Coquimbo. ‘Vhe matrix is 
white and gray calcite. It is also found in secondary 
deposits. The majority of the gem-mineral is light blue, 
often with a greenish tinge. It is rarely, if ever, found 
without white or grayish seams or spots. 

The hardness of lapis varies from 5 to 514. There is 
no cleavage, but as the substance may be an aggregate of 
various crystals the pieces are liable to separate. The 
refractive index is about 1.50. The specific gravity va: 
with the nature of the constituent minerals. Lazur.ce 
itself varies in specific gravity from 2.38 to 2.45, but lapis 
lazuli may vary from 2.45 to 2.95: Pleochroism is rarely, 
if ever, of value in identification, since the material is not 
transparent. 


Stones usually substituted for lapis include sodalite, 
dumortierite, quartz and jasper, the most of which comes 
from Nunkirchen in Germany and is dyed in that country 
with Berlin blue. Sodalite is more violet colored than 
most lapis lazuli. Dumortierite quartz, which is incor- 
rectly called ‘California lapis,” is more similar in color. 
Lazulite also can be mistaken for lapis lazuli, although it 
is usually less opaque. The intense blue color of lapis does 
not occur in these substitutes, but with other specimens 
gemological tests are often necessary. 


An Exhibition of Diamonds at Amsterdam 





On Sept. 18 it will be 25 years since the building of | 


the Diamond Exchange at the Weesperplein, Amsterdam, 
was officially opened. 

An exposition of diamonds will be organized in the 
building of the Diamond Exchange, which will be open 
to the public on Sept. 20, 21 and 22. 


A number of diamond jewels will be disposed of among | 


the visitors of this exhibition. The net proceeds will 
be divided among several charitable institutions. 

In order to give the visitors an impression of the 
importance of Amsterdam as a center of the diamond 
trade there will be exhibited rough and cut diamonds, as 
well as jewels set with diamonds of every shape. 


The International Bureau of Jewelry Manufacturers, 
Wholesalers and Retailers, The Hague, Holland, has 
announced a reward of 100,000 French francs ($7000) 
for the arrest of the thieves who stole a diamond necklace 
in July from a Paris jeweler and the recovery intact of 
the necklace. The necklace is valued at about 1,400,000 
francs ($98,000). It is composed of 21 round brilliants 


weighing 137.73 carats and 21 square brilliants weighing | 


38.60 carats, mounted in platinum with a lock inscribed 


JC.950. 
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NEW YORK 











PLPPGPPDPPDGPLIDI OD OL OL OO DL ODO DS PPPPPPPPPPPGL PPP LPS PSCC CC CCC OCe 





BRLGODDD6606600006t0tt000000- oD. ~~ 0666060000 


ELIMINATE ’ SAVE 
mame” SAVE METAL! citi 


WASTE! 


with the NEW OvECURA oe (/) RAK PLATING RACKS 


266444. 








PRPS PPPPPGPPPGPSPG PGS GPP P PPP PP OP GL Le 


SPECORAKS fill a long-felt need of Jewelry, 
Novelty and Metal Manufacturers for insulated a] 
plating racks at low cost. | 
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Why Build Your Own? ? ee 

$ SPECORAKS are scientifically designed by ; 
2 Special Chemicals Plating Engineers to Save 

2  Metal—Save Current—Speed Up production and 

: improve plating Quality. iC VISST SOOT IIIS | 4 
> icin ntti inthe Richie oie 
4 

$ Start Saving money on your plating—modernize ; 
$ with SPECORAKS. 
$ Send for catalog and price list and mention Over 4@ DIFFERENT STANDARD 3 
- size and sha tanks. Write today. 
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Quality Products : 
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We Offer 
An Extraordinary Collection 
of Exclusive Models 


Just arrived from Europe’s Fashion Center 


nd 
CLOCKS 


Automatic Wind Ball Shaped 
Leather Folding Clock Wrist Watch 


NORMAN M. MORRIS 


INCORPORATED 
608 FIFTH AVE. NEW YORK 
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Watch Survey 
(From page 49) 


proportion as low as 10 per cent and another store as high 
as 98 per cent for this price bracket. 

Jewelry stores selling watches in the lowest price 
bracket, less than $15, obtained between two and 90 
per cent in that range for an average of 33.3 per cent. 
Jewelers selling watches in the $50 to $100 bracket re- 
ported proportions of one to 28 per cent for an average 
of 5.5 per cent and jewelers catering to people with more 
than $100 to spend for a watch had 1 to 15 watch sales 
percentages in that exclusive company, for an average of 
.6 per cent. These averages are adjusted. 


The remarkable popularity of wrist watches, both 
men’s and women’s, continues. unabated. Out of every 
100 watches sold at present in the United States, a tabula- 
tion shows, 51 are women’s wrist watches and 38 are 
men’s wrist watches; while only eight are pocket watches 
(remember back 10 years ago when most men thought 
anything except a pocket watch effeminate?), and three 
include other types such as lapel, fob, brooch, etc. 


Additional unvarnished figures may not seem inviting, 
but they reveal men to be much better watch buyers than 
women. They buy 53 out of every 100 women’s watches 
besides 59 of every 100 men’s watches, the latter said to 
include approximately 20 as gifts. Women buy 41 of 
every 100 men’s watches as gifts and 47 of every 100 
women’s watches, 27 of these presumed to be for gifts 
and 20 for their personal use. 


“Confidence in the dealer sells more good watches than 
all the advertising,” commented a Colorado jeweler, and 
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the fact that price nearly outweighs name as the first 
factor in determining the watch to be purchased draws 
attention to the jeweler’s over-the-counter influence. An 


(Please turn to page 99) 





NEW YORK OFFICE 
20 West 47th St. 





CHICAGO OFPICE 
29 E. Madison St. 





Goole 


; INCORPORATED 
327-335 BROADWAY 
BUFFALO, N. Y. 


DISPLAYS 


for 


WINDOWS and SHOW CASES 


will be one of the big features on exhibition at our booths at the National . 
Association of Credit Jewelers in Chicago, September 20-23, at Hotel Sherman. 
Be Sure and Visit Booths 


— 8 and 82— 


Besides the newest ideas in these lines our Mr. Stanley Arnstein will be ready 
to specially lay out any original designs for your own particular case or window; 
and design them according to your own measurements. 

Our salesman will be glad to show you many new lines of boxes and trays. 
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11% Ligne 


LOUIS WATCH CO., INC. 
580 FIFTH AVENUE 


5™% Ligne 





THE LOUIS WATCH CO., Inc., ANNOUNCES 


with pride its Fall, 1936, presentation of “Timepieces That Satisfy,” now being 
Write and inquire from us 


shown by its representatives throughout the country. 


when to expect our representative in your vicinity. 


Do not fail to attend the National Association of 
Credit Jewelers’ convention at the Sherman Hotel, 


Chicago, between Sept. 20th and 23rd, where our 
line will be on exhibit in Booth 142 and where a 


cordial welcome will await you. 





a 











834 Ligne 


Rhinestone 


NEW YORK, N. Y. 








JOSEPH B. COOPER & SON 


have been for over four decades engaged 
in the Refining of Precious Metals. 


Our customers contimue to be satisfied 
with their returns on OLD GOLD and 


other precious metals. 


Your shipments are accurately tested 
or assayed by experts and you are paid 
accordingly. All shipments are held intact 
for your approval of our estimate. 





We pay 
6%,¢e¢ per Karat, per Dwt. 











Our reputation is our success. 


PRICE INCREASE 


(Effective September 33th, 1936) 


Upon the group of three courses, 012, 013 and 
014 which prepare for the title of REGIS- 
TERED JEWELER an increase of $10.00. 


Upon Course 012 (The Fundamentals of 
Gemology, Metals, Jewelry) an increase 


of $20.00. 


Complete Certified Gemologist Course 
(which includes the above) no increase until 
January. 








Made necessary because of numerous recent additions 
to Course No. 012 and to increased cost of salaries and 
materials. 


The American Gem Society 


The Gemological Institute of America 
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Watch Survey 


(From page 97) 


expert whose integrity has created customer-confidence can 
switch many a sale by verbal suggestion. 

The graph on page 97 indicates the relative bearing of 
five factors upon the sale of watches to consumers. Ques- 
tionnaire-answerers were asked to check these factors 
1, 2, 3, 4 and 5, according to their order of importance 
and the replies were tabulated in the same fashion as the 
sports editors figure the winners of a track meet; i. e., 
five points for each first choice, four points for each 
second, three for third, two for fourth and one for fifth. 

Voluntary comment from retailers was elicited by this 
question of sales factors, and excerpts from these opinions 
are reproduced for what they may be worth. 

Pro: “Since American manufacturers are really pro- 
ducing acceptable style with a price range in watches there 
is little difficulty in surpassing the sale of Swiss watches,” 
says an Ohio jeweler. Con: “Our American watch manu- 
facturers lag in new and snappy styles. If X company 
had made a round lady’s watch at a popular price, we 
could have sold many. By the time they get a popular- 
priced lady’s round watch, the newness will have worn 
off.” That from Michigan. 

“Niftily-styled watches, boxed attractively,” voiced an 
Iowa jeweler, “seems to appeal to the average customer. 
Eye appeal plays an important part in watch sales.” 

Resentment against competition with industrial cata- 
logues came from a Wisconsin merchant. “We are only 
a sample room or display place for the industrial catalogue 
when we try to sell the Y watch. They like to see and hear 
about these watches in our store and they buy out of the 
catalogues. Even later, they expect us to service the 
catalogue-bought watches and usually no charge at that.” 

“Our sale of American-made watches was practically 
66 2/3 and Swiss watches 33 1/3,” reported a Tennessee 
watch-seller. “This is practically the reverse of just a few 
years back. We attribute this situation to two definite 
reasons: First, American watches are styled more attract- 
ively than they formerly were; secondly, they are more 
extensively advertised than the fine Swiss lines we stock.” 

All of which makes one wonder what proportion of 
watch sales to consumers is of domestic make, and what 
proportion is imported. Among those jewelers who took 
part in the survey two per cent sold no imported watches 
and one per cent sold no American watches. The propor- 
tion of imported watch sales among the others ranged from 
10 per cent to 98 per cent, for an average of 49.6 per cent, 
and the proportion of American-manufactured watch sales 
had extremes of 2 per cent and 90 per cent, for an average 
of 50.4 per cent—just 8 per cent higher than the retail 
sale of imported timepieces. 

Jewelers are fairly evenly split in the magazine-radio 
battle for consumer advertising. Fifty-nine per cent of 
those who showed a preference for one or the other 
medium thought that the watch companies can assist re- 
tail sales with greater effectiveness through magazine ad- 

vertising. 

“We believe both magazine and radio advertising are 
good, however, the magazines are preferable,” contended 
a Tennessee jeweler, but an Ohioan countered: ‘Radio 
brings larger circulation than any other one medium now 

(Please turn to page 101) 
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HERE’S EVERYTHING YOU NEED 
TO HELP YOU SELL MORE PENS 


This year Conklin offers you new designs, new improve- 
ments, more advertising, more dealer helps, increased mer- 
chandising effort. Conklin launches a big advertising 
campaign in leading publications such as The Saturday 
Evening Post, Collier's, Time, Thrilling Fiction Greup, and 
Western Newspaper Union. These are all large circulation 


publications, read by a highly influential buying group. 


Through these publications, advertisements selling the many 
superior features of this most modern precision writing in- 
strument, will reach a total of 115,472,000 readers ... Be 
sure to tie up with this campaign. After all, “Nothing is 
more saleable than a pen.” For 1936, it's full speed ahead 
with Conklin. 

THE CONKLIN PEN COMPANY . . . TOLEDO, OHIO. 





PENS ¢« PENCILS ¢- SETS 











SILVER 
WIN instead of 


removing it 


Your silver will remain bright and shiny, free of tarnish, 
without polishing, for at least 3 months, when you use 
Silver Sentry. 


Silver Sentry is not a polish, not a lacquer and is not ap- 
plied to silver. It is an odorless compound that absorbs the 
tarnish-causing gases of the air and thus prevents silver 
from tarnishing. 


Thousands of jewelers now use Silver Sentry regularly and 
would not be without it. They write: “With your Silver 
Sentry our silver has now passed 2 months without the 
slightest discoloration.” “Send one dozen Silver Sentry. It 
has proved most satisfactory.” ‘We have tried your Silver 
Sentry in our display case and found it very satisfactory.” 


A single jar of Silver Sentry works effectively for at least 
3: months in the average silver chest or drawer area of 
5x2x2, and costs only 50¢. For the average showcase or 
display shelves 3 jars are recommended. 


Silver Sentry banishes the labor of polishing silver. Elimi- 
nates danger of lost sales due to tarnished merchandise. 
Saves time and trouble of checking stock daily. 

Try it. Send the coupon for 3 jars now. 


Carried by all leading jobbers. Order from them or us, 
giving us your jobber’s name. 





Columbia Refining Co., Long Island City, N. Y. Dept. C 29 
Send me 3 jars of Silver Sentry 


Send loz. of weed Sent less regular trade di int 
bill me “through — jobber. os " es 


Some of the latest watch attachments (see page 101) 
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Watch Survey 


(From page 99) 


in use; however, it should be backed up by magazine and 
newspaper advertising also.” 

Vexing problems in watch retailing are debated in the 
following comments from retail jewelers in various 
states: 

A Massachusetts jeweler: “The greatest evil is the 
wholesale dumping of jewelry merchandise by the manu- 
facturer to trades or business firms selling practically any- 
thing under the sun to realize a few dollars in their daily 
receipts. Silverware, watches and rings may be obtained 
free with food or soap coupons, or what have you. . .” 

A Vermonter: “Would suggest that legislation be 
enacted to compel all imported watches to be 
plainly labeled Swiss-made, and that all advertising state 
that these are Swiss products and not American made by 
American labor. Also that mark-up tags be limited to 100 
per cent. In common with all legitimate jewelers, would 
welcome the elimination of the so-called wholesale jeweler 
selling to industrial and private individuals.” 

A Pennsylvania jeweler: “Factories should cooperate 
more directly with jewelry stores in presenting merchan- 
dise- helps, instead of sending out material telling how 
good their merchandise is. —The mark-up should be such 
that the jeweler can sell to advantage.” 

Another Pennsylvanian: “American makers are slowly 
regaining the watch market and awakening to the fact 
that consumers demand an assortment of styles from which 
to select in any given price range.” 

New York State: “A wholesaler’s competition has 
forced us into lines that he did not carry.” 

Georgia: “Controlled distribution should be followed 
in all watch sales. Jeweler should not buy from manufac- 
turers who will not give controlled distribution.” 

Wisconsin: “Closer promotion cooperation is needed be- 
tween manufacturers and retailers in local communities.” 

Watches pictured on page 48 are by courtesy of: 1— 
Brenet Watch Co. ; 2—Harman Watch Co. ; 3—Norman 
M. Morris, Inc.; 4—DeFrece Watch Co., Inc.; 5— 
Parker Watch Co. ; 6—Pierce Watch Co., Inc. ; 7—James 
Schulz ; 8—Gruen Watch Co. ; 9—Tavannes of America, 
Inc. ; 1O—R. Gsell & Co., Inc.; 11—Jules Racine & Co.; 
12—Raymond Abrahams; 13—Elgin National Watch 
Co. ; 14—J. R. Wood Sales Corp. ; 15—Hamilton Watch 
Co.; 16—Helbros Watch Co.; 17—Bulova Watch Co.; 
18—Waltham Watch Co.; 20—Concord Watch Co.; 
21—J. Lipschutz ; 22—Longines-Wittnauer, Inc. 

The watch attachments shown on page 100 are pub- 
lished through the courtesy of: 1—A. Sauer & Co.; 2— 
Leo Heilbrun Co., Inc.; 3—Bugbee & Niles Co.; 4— 
Morays Watch Case Co.; 5—R. F. Simmons Co. ; 6-7— 
Bruner-Ritter, Inc.; 8-9—Louis Stern Co.; 10—Gemex 
Co. ; 11—Kestenman Bros. Mfg. Co. ; 12—Jacques Kreis- 
ler Sales Corp.; 13—The Hadley Co. 





Watch Attachments 
Watch attachment manufacturers are keeping abreast 


of the fashion: trend by providing new and attractive 
products which are meeting public approval. Narrower 
and more acceptable in design and workmanship, the new 
patterns are a far step from the old types. The modern 
chic metal, cord and leather bracelets are indeed well 
worthy of special mention. 
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R AC | N E Presents 
New PROFESSIONAL 
WATCHES 


DEPENDABLE—On Duty 
FASHIONABLE—Off Duty 










No.71i—New Wa- 
terproof Doctor's 
Watch. Accurate 
15 Jewel Gallet 
movement. Also 
available without 
sweep hand for 
men and women. 


Strap 
Watch. 15 Jewel 
Gallet Movement. 


In white or yellow. 


No. 866—New Gal- 
let Chronograph. 
Equipped with Ni- 
varox Hair Springs 
and Glacidur Metal 
Balances. Stee! 
Case. 15 Jewels. 


RODUCED by the same skilled hands and minds 
that today create the world's finest timers, these 
timepieces have unusual characteristics not found in 
the ordinary wrist watch. They have been created 
for those who require watches of specific working 
properties to aid them in their professional activities 
as well as serve as accurate, smartly-styled, time- 
keepers. . . . There is a definitely profitable market 
for these specialized watches. . . . Jewelers are in- 
vited to investigate! Send for catalog today! 


JULES RACINE & CO., 20 W. 47th Street, New York 
WRITE FOR NEW CATALOG! NO CHARGE! 








‘ JULES RACINE & CO., 20 W. 47th St., New York 

: Please send me catalog of Professional Watches and new specialized 
g_Timing Devices. 

DAMES vn scceccirsseauccaccgrdseteeone en eee 
© ARDOIIE. .......<vsnrnnssnsniinnnsannsianas’ euemaeneaiiale 
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NATIONAL CREDIT JEWELERS 


To Your Annual Convention 
SEPTEMBER 20-24 
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CLOcK BUSINESS 
for the 


JEWELER 


When a man (or woman) wants to buy 
a Chelsea Clock he goes—not to the 
department store, but to the jeweler. 
Like diamond rings or sterling silver, 
Chelsea Clocks are typical jewelry 








store merchandise. They attract to 1700 ROOMS 1700 BATHS 
your store the kind of people who CHICAGO 
make up the backbone of the retail ty 





jeweler's clientele. . . . Illustrated 
above—The CLAREMONT, a con- 
sistent sales leader in the Chelsea line. 
. . . Stock orders promptly shipped. 


x kK * 


& 


CHELSEA CLOCKS a 


> 
CHELSEA CLOCK COMPANY, BOSTON, MASS. f r | A j (} 
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Jewelers of Ancient Ur 
(From page 55) 


in the valley were as rich in flocks and herds as they. 
Though some of this material might be the spoils of war 
or tribute paid by conquered neighbors, most of it must 
have come by way of trade and for that the merchants of 
Ur had to pay. How then did they acquire this wealth? 
The answer lies in the inventive genius and technical skill] 
of the artists and craftsmen of Ur. For all these imported 
metals she paid in manufactured articles, principally fab- 
ricated in gold and silver and semi-precious stones, and 
the wealth of her citizens is the measure of the skill of the 
jewelers and workers in precious metals of Ur. It is 
not difficult to believe that the products of the jewelers 
of Ur would find ready customers among the semi- 
barbarous peoples of the outer world. 

Space does not permit of detailed descriptions of the 
many findings of exquisite specimens of the jeweler’s art. 
The inhabitants of Ur, both men and women, wore a 
great deal of jewelry. The prevailing fashion for men 
was to wear a single heavy gold earring. (Compare Gene- 
sis 24:22.) 

Although wealth seems to have been well distributed 
among private citizens of ancient Ur, the richest finds were 
those in the Royal Tombs. These graves of the “Un- 
known Kings” were old when Abraham was young. They 
had been very thoroughly despoiled by expert grave robbers 
centuries ago, but, fortunately, one grave, that of Queen 
Shubad, remained intact. ‘Thousands of years ago the 
remains of the young queen had been deposited in her 
stone-built vault. Outside the tomb proper, in the great 
“death pit” adjacent, the conveyance that brought her 
here, and the animals that drew it, with the groom at their 
heads, the armed dromos, who acted as guards, and the 
brightly clad, jewel-bedecked young women of the queen’s 
personal retinue, were sepulchered to serve their sovereign 
in another world. The secret of how they met their deaths 
slumbers with them. 

The body of the queen lay on a wooden bier beneath 
two huge votive lamps of silver. Around the knees were 
garters of lapis and gold beads. On the hands were ten 
gold rings. ‘The upper part of the body was covered with 
a mass of beads in gold, lapis, carnelian, and agate, three 
gold pins, three lapis cylinder seals and gold amulets. 
Around the neck was a dog collar of gold and lapis tri- 
angles and small beads. On the head was an elaborate 
headdress, probably worn over an artificial wig. From 
the back of the head rose a broad artistic pin of gold, 
like a Spanish comb, spreading into seven points connected 
by gold wire. Large lunate earrings of gold were on each 
side of the head. Four crowns were made of gold and 
semi-precious stones. 

The queen was buried with many vessels of alabaster, 
copper, and precious metals, piled inside and outside the 
vault. Of these, the gold vessels are of particular interest, 
not alone for the richness of the metal but for the elegance 
of their form, the harmony of their proportions, and the 
pure and simple taste of the engraving on them. ‘The 
exquisite workmanship displayed on the queen’s treasury 
of jewelry speaks volumes for the craftsmanship of the 
jewelers of ancient Ur. 

(Please turn to page 114) 
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THE WORLD FAMOUS 


ler 


unbdreakabdie 


WATCHES. 





Are Now on Display in Our 
New York Offices 


The FIRST WATER- 
PROOF watch with 
shaped glass fitted with 
the ONLY UNBREAK- 
ABLE movement with 
patented flexible 
balance wheel. 


DUOTRIC 


SELF WINDING 
UNBREAKABLE 


POPULAR 
at the 
A.N.R. JEWELERS CONVENTION 


SOLE AMERICAN DISTRIBUTORS 


RAYMOND WATCH CO. 
551 FIFTH AVE., NEW YORK, N. Y. 


TELEPHONE VAN 3-0457-8 


RAYMOND ABRAHAMS EMANUEL ABRAHAMS 























Presenting 


The Newest Sterling Pattern 


“Ring. 











= at ease where ceremony and formal 
dignity prevail or where the atmosphere is simple, 
friendly and informal” — that’s why this new pat- 
tern by Gorham has been named King Edward. 

Your customers will be quick to see how this beau- 
tiful, ornate sterling dresses up a simple table, yet 
how gracefully it takes its place among settings of 
formal elegance. 

This impressive new King Edward sterling is be- 


ing presented this month in the leading national 
magazines with advertisements of full color. Liter- 
ally millions of prospective customers for sterling 
will see them. 


Real profits are in store for every jeweler who ties 
in with this presentation. Use the full-color King 
Edward display in your windows. Push King Edward 
in your store. You will be paid many times over for 
every extra effort you make to sell King Edward. 


The GORHAM Company 


PROVIDENCE, R. 


Since 1831, America’s pees Silversmiths 


17 MAIDEN LANE, NEW YORK CITY 


10 S$. WABASH AVENUE, CHICAGO, ILL. 


140 GEARY STREET, SAN FRANCISCO, CAL. 





104 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for September, 1936 








King Edward sterling pieces are 

as beautiful on the back as on 

the front. Backs are gracefully 
spaced for monogramming. 


You are able to offer 
your customers a complete 
hollow-ware tea service and 
dinner service in the beautiful, 


new King Edward pattern. 
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DINING ABOARD 

















Part of the table service for the grand luxe suites. 


‘hte Compagnie Generale 
Transatlantique (French Line to you), owners of the 
Normandie, world’s largest ship, could open a small but 
picturesque and instructive museum of the evolution of 
taste from the 19th Century to the beginning of the 20th 
Century by exhibiting silverware created for its ships of 
various periods. 

In such a museum one could trace the influence of 
classical styles, then that of marine flora and fauna, then 
the influence of navigation materials—anchors, buoys and 
ropes—and end with the present sobriety, which does 
away with all kinds of ornamentation. 

The silverware designed for the Normandie has this 
aspect of robustness, rather massive solidity which charac- 
terizes modern taste, substituting elegance of the shapes 
and equilibrium of weight for decoration. It may be only 
one detail, handle, lip or molding, that gives the piece of 
silver its final touch and breaks up the surface of shining 
silver. The plain simplicity of the “G. C. T.” monogram 
on the serving platter shown herewith is an example of 
this type of decoration. 

The Normandie’s silverware equipment is enormous. 
More than 18,000 pieces (table sets accompanied by 
5000 knives) are needed for the meals served in this 
immense floating palace; 2000 dishes of different shapes 
and sizes serve foods to the guests, while three-wheeled 
tables trundle heavy roasts. 

To these quantities are added 1000 trays, 1500 service 
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THE NORMANDIE 











Below—Parts of a grand luxe service, to- 
gether with a candlestick in silver and 
colored glass, of the “adaptable” variety 
used in the creation of different types of 
decorative groups. 













Below—Graceful sim- 4 
plicity and sturdiness 
mark both the flat- 
ware and hollowware 
designed especially 
for the Normandie. 
The company’s mono- 
gram provides the 
only decoration. 





pieces for tea and coffee and a multitude of soup tureens, 

vegetable dishes, butter boats, ice buckets and various 

accessories which elegance and convenience prescribe for 

the tasting of numerous hors-d’oeuvre, relishes or dishes. 

Genius for combining other materials with silver is 

shown in many of the serving dishes designed for the 
(Please turn to page 114) 
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FRESHLY INSPIRED 
MOTIF IN SOLID 
SILVER BY 


Rod e Rarer 


Superbly executed, modern as this sea- 
son’s debutante, Sonata brings a fresh 
rhythm into fine sterling. It lends ad- 
ditional grace to the most richly ap- 
pointed table. Created upon lines of 
elegant simplicity, Sonata grows in 
charm through daily use. 

Sonata is wholly worthy of a ranking 
place with such distinguished Reed & 
Barton patterns as Hawthorn, Francis 
First, Old English Antique. To facili- 
tate your owning these or any of the 
other distinguished flatware designs by 
Reed & Barton, many leading jewelers 
are now offering convenient deferred- 
payment plans. 

Your jeweler will be happy to have 
you see the refreshing beauty of Sonata 
— to have you thrill to its exquisite 
balance in your fingers. 








FRANCIS FIRST OLD ENGLISH ANTIQUE 

















EW Colonnade, with its lines of classic beauty, 





widens the appeal of Manchester Sterling flat- 
ware. From the first jewelers to present Colonnade, 
come reports of enthusiastic acceptance, indicating 


its assured success. 


All Manchester Sterling flatware is produced by the 
most modern methods, under a plan of standardized 
procedure which results in many savings. Passing 
these along to dealer and consumer accounts for the 
steadily mounting volume that is setting new sales 
records. Let us put all the details of the Manchester 


proposition before you. 
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PATTERNS 


SILVER 







Design Patented 





Each Manchester pattern, while 
varying widely in design, is com- 
plete with 125 pieces, is of the 
same weight, carries the same 
stock number and list price. This 
system simplifies manufacturing 
procedure and_ merchandising 
practice—and contributes to lower 
costs and prices. 
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Design Patented 


OUTSTANDING 
VALUES IN HOLLOWWARE 


Manchester Sterling Hollowware is 
just as outstanding in variety and value 
as Manchester Sterling Flatware. Your 
inquiry will bring a copy of the latest 
Hollowware Catalog illustrating 950 
items. 
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BEARING /he 
“Good Housekeeping” 
label of approval. 


The support of National ad- 

vertising in such important & 
magazines as “Vogue,” 

“Brides Magazine,” “Good . STERLIAG 
Housekeeping,” plus the lat- 

ter’s label of approval—is Guchanieod 
now developing increased oe avsereses te 
acceptance for Manchester 6000 
Sterling. ee re 














Gopeohsuper 





IMULATING the hand-wrought appearance of 
the Danish motif so much in vogue at the present 
time, Manchester scoops the industry by bringing 
out a distinctive pattern of this type at popular 


prices. Specially designed knife blades complement 
this pattern of Continental beauty. 


The widespread interest in patterns of this type 
assures the instant success of Copenhagen. Alert 
merchandisers will grasp the opportunity to be 
among the first to cash in on this natural demand. 
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Sell Them Romance 
Abstract of Address By G. H. Niemeyer, at the Con- 


vention of the American National Retail Jewelers 
Association, on Wednesday, August 26. 











O far as anyone can see at this time, our Government 

has no notion of modifying its policy of buying all 
of the newly mined silver produced in the United States, 
Canadg, Mexico and South America. Under the pro- 
visions of the Silver Purchase Act, according to the latest 
figures available, our Government is obligated to pur- 
chase somewhere between nine hundred million and one 
billion ounces of silver before the provisions of this act 
are fulfilled. The definite policy adopted by our Gov- 
ernment in buying newly mined silver produced in the 
Americas has had a strong influence upon the price of 
silver bullion, which has remained practically unchanged 
at a New York official price of 44-3/4c since May 20, 
and unless this policy is changed or some unusual factors 
enter into the world situation, it does not seem likely 
that there will be any market fluctuations for some months 
to come. 

The interest displayed by retail jewelers in the future 
price of silver has seemed to me to be out of all propor- 
tion to its relative importance. . . . | wonder how many 
realize that the price atmosphere in which they struggled 
to breathe and exist during the depression is one in which 
they could not permanently live, much less prosper. . . . 

Price is a factor in the market of raw materials, but 
we find in our field that quality of product, an unfail- 
ing supply, and prompt service are equally important 
considerations. In the jewelry business there are cer- 
tainly such considerations. For instance, do you know 
the price of the clay that goes into the china that you 
handle, or do you ever think about the cost of the lumber 
that went into the carved masterpiece? Do you have 
in your mind the cost of the uncut stone? Is that article 
of silverware on your shelves any different? 

It would seem to me that rather than worry too much 
about the price of silver bullion six months hence, it 
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would be much more interesting and profitable to you 
to try to find out why you have not been selling more 
silverware, and why there are not more brides today 
who want sterling more than other things. . . . 

In our grandmothers’ day, or even our mothers’, sterling 
silverware occupied a unique position, because it was the 
only available product in its quality class. Today glass- 
ware, pottery, stainless steel, chromium plate and alumi- 
num, offer attractive designs and clever construction . . . 
not to say anything about the demand upon the luxury 
dollar which comes from the competition of a dozen dif- 
ferent wants created by modern invention. . 

We must adapt ourselves to modern merchandising con- 
ditions. We must go after the consumer’s dollar, but not 
primarily with a price appeal. Let us stimulate his desire 
for the real, the genuine, through education in your adver- 
tising, your window displays, and through talks before 
women’s clubs and in schools. With arguments? . . . 
with reasoning? . . with price appeal? No, —with 
suggestions ... . with romance with sentiment. 
How many people come into your store because reason 
prompted them to do so? 

I shall never forget a retailer I once watched make a 
sale of a beautiful stone. He described its origin, its 
beauty and its characteristics so vividly it almost seemed 
that he hated to part with it. And how eagerly the cus- 
tomer bought it! And how she must prize it today! 
Compare this sale with a typical one at a silverware 
counter, almost any time. “Yes, Madam, that’s right, 
$30 for that bowl. And this one is $20, but you see it’s 
much lighter weight.” If that is all there is to jewelry 
store selling, we’re finished . . . we’re washed up... . 

Silver is silver. Nothing looks like it. Nothing can 
take its place in your stock or in the home. It is the 
metal of beauty and romance. Surely you see something 
more in the silverware on your shelves than the price of 
the silver bullion from which it was made. Most of it is 
beautiful. It reflects in its design the dreams and imagina- 
tion of its designer and the skill of the craftsman who 
produced it. American silverware of today compares 
favorably with silverware made anywhere else in the 
world. Do you know of any that is better designed or 
is made as well? . . . but I have yet to find anyone in our 
trade who indicated that he recognized that fact. . . - 
Do you? And how long will it be before you try to tell 
the buying public anything about it? 

To meet modern merchandising conditions it may be 
necessary to do a lot of things which many retailers seem 

(Please turn to page 114) 
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CONCORD STERLING GO0S 


“Distinctives” 


CHARACTER ITEMS e UNUSUAL VALUES 


HORS D’OEUVRE DISH 


September 






CRACKERS AND 
109 © 809 Dt~) ae BD ES) 9 | 






Smart “scooped” or “dished” 
edge holds canapé or crack- 
ers in place. Plain as illus- 
trated or gadroon. Good 
heavy weight. Center inserts 
of sparkling crystal glass. 
Sold without glass inserts— 
as sandwich plates deduct 
$1.00 from list price. 10” 
Diameter. 

Sterling cover for cheese 
dish—$4.00 extra. 


EACH 


$1 6-00 


list 
Subject to 50%, discount 






















Food arrangement by 
S. S. Pierce Co., Boston 












Perfect for the October Wedding season, these September “‘Distinc- 
tives” by Concord will be welcomed for their style and novelty at prices 
which provide unusual value for both the jeweler and the public. 

Again, Concord Silversmiths demonstrate the splendid craftsmanship 
LAST MONTH’S of the men who made Concord, New Hampshire, famous for its sterling. 


( OUR 50% DISCOUNT POLICY J 














The increasing public desire for sterling warrants the attention of every Jeweler In order that the 
Jeweler may further increase his opportunity with Sterling, we have — a 50 %discount for all 
Concord Flat and Hollowware, See your Concord representative for the complete line. 





Mail your order for Distinctives Now to 


CONCORD SILVERSMITHS 


CORPORATION 
CONCORD, NEW HAMPSHIRE 


Sole Selling Agents for F, M. Whiting Co., N. Attleboro, Mass. New York Office: 347 Fifth Ave. 


CONCORD SILVERSMITHS CORPORATION, Concord, N. H. 











































Hors D’Ocuvre Dish . 
This novelty steving = and Please send us quantity Crackers & Cheese Dish at the prices quoted 
r set on a pedestal of crys- : : 
ta pate has met with a splen- in your advertisement. 
did reception, 
$5.00 Company__ By. 
Subject to 50°, discount list A ddress 
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CREDIT or CHARGE SELLING? 


The Following Article is Based on an In- 






































aan or charge selling terview Obtained by Harry R. Terhune, 
is a problem facing many old established jewelry stores 
where the owners have worked a life time building up a Field Editor of the Jewelers’ Circular- 
high grade exclusive business. Just what to do and how to 
go about selling goods on credit has and is bothering a Keystone with James G. Donavan of Don- 
great many of this class of stores at the present time. 
There is a decided line of demarkation between the avan and Seamans Co. of LosAngeles, Cal. 


credit and the charge jeweler in most respects, even to 
the different groups of people to which each appeals. To 
face facts, however, the real competition in the retail 
jewelry field is not between the credit and charge jewelry 
stores, but between all better class jewelry stores on one 
hand and the department, hardware and house-furnishing 
stores. All of this latter group are eating into major parts 


of what we have considered to be our business for 
generations. 

Regardless of the name which may be given to charge 
selling by the department or houseware stores, the fact 
remains that all major department and other stores are 
reaching out more and more in developing “deferred” or 
“budget” or variously named charge methods of doing 
























SEAMANS CO. business. 
& Consider the set-up in a store where the regular charge 
Pm p 
z accounts to well rated people have been a part of the 
< business for half a century or so. Many of the wealthy 
> patrons do not pay their bills in 30 days and even get 
7 “snooty” if they are asked to pay in 60 or 90 days. Now, 
Zz: Wy if we are to be honest with our trade, why should not the 
re) “ young folks who are just starting out to buy their silver 
ra) in Ree oe a and other merchandise we sell, be accorded the same 
part of the courtesy? 
ne a vw =. Another phase which has a distinct bearing on the 
play at the f ° . mee +: 
oregoing is the age limit of volume retail jewelry patrons. 
STERLING SILVER WEDDING GIFTS Donavan & , : 
SITS ae Seamans Co. Recent surveys have shown that there is a definitely 
Your wedding gift should denote quality and good ° : . . er 
tite When wbeting @-o0h from this stock you charted span of years during which time the majority of 
select from scores of articles found only at a special- im people buy their jewelry store requirements. Between the 
izing silversmith. Our values speak for themselves. ages of eighteen and fifty the bulk of the purchasing power 
pa is at its height. In between these ages there are more 
Ge cy people in every city who have around ten to twenty 
pas seca i teaa (Please turn to page 118) 
OIE 5.0, 260 $4.50 to $10 
Salts & Peppers, pr.. .$5 to $75 
Jam Jar & Spoons, $3.50 to $16 
Vases ..........$4.50 to $100 
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One of the silverware 
advertisements used 
by the Donavan & 
Seamans Co. 
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SELLING SILVER A NEW WAY 


The accompanying illustrations 
show six windows at the store of J. B. Hudson Co., 
Eighth and Nicollet, Minneapolis, Minn., and are of 
particular interest as an unusual summer promotion dis- 
play which resulted in many added sales of silverware 
during the season just prior to the June wedding buying 
period. 

The display was made up of 36 patterns of sterling 
flatware made into groups of 24, 36 and 48 pieces, called 
the Regular, Family and Guest setups. Each window 
showed the product of a single manufacturer and the ar- 
rangement was so unusual and unique as to attract a 
great deal of attention from thousands of passers-by, many 
of whom visited the store during the time that the dis- 
play was shown. 

Special silverware displays of this kind are always of 
general public interest and give opportumty to the pur- 
chasing public to compare patterns and make selections to 
meet their individual tastes and requirements. While it is 
impossible for many small jewelers to carry out this plan 
because of lack of window space, the windows shown in 
the accompanying illustrations offer suggestions which may 
‘be carried out on a smaller scale in other stores throughout 
the country. Where such stores offer only space for one or 
two window displays, a succession of patterns can be 
shown from day to day over a period of as many days as 
the store has different patterns. 
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Dining Aboard the Normandie 
(From page 106) 


grand luxe suites. Wood is thus used for handles of 
unusual and striking simplicity. 

So much for the “solid” service. For its “liquid” ser- 
vice the Normandie requires even more pieces. It needs 
37,000 glasses and carafes for its first and second class 
passengers, and 13,000 similar pieces for tourist class, a 
total of 50,000 pieces. 

Glasses and carafes are of cut crystal. They bear the 
temporate monogram of the line. Of harmonious and 
graceful outline and in various shapes, these pieces are 
worthy of the reputation of an artist whose creations 
enrich the collections of the principal museums of the old 
and the new world. 


Sell Them Romance 
(From page 110) 


to think detract from the dignity of their calling. I main- 
tain that there is nothing undignified about going after 
business; and this industry has got to do that if it will 
survive. I commend your careful consideration to the 
clever and subtle publicity work which has been done by 
Mrs. June Hamilton Rhodes under the auspices of the 
American National Retail Jewelers’ Association, and I 
should also like to call your attention to the deferred pay- 
ment plan of the Sterling Silversmiths Guild. 

It should not be difficult for anyone to see that general 


business is much improved and that the jewelry business 
is already much better than it has been for six years. Allj 
signs indicate a good Fall and Holiday season for the 
jeweler. Retailer, wholesaler and manufacturer have been 
operating from hand-to-mouth so far as their stocks are 
concerned. I should like to warn you now to see that 
you have merchandise to sell during this coming season, 
and do not depend too much upon the manufacturer's 
ability to take care of you overnight. I know several who 
have all they can do for the balance of this year. 





Jewelers of Ancient Ur 
(From page 103) 


The goods the merchants offered for sale in the bazaars 
must have been equally interesting. Here was pottery 
made from the native clay of the river banks, and the 
fruits of the soil from the fertile fields which then sur- 
rounded the city. Here, also, were artistically shaped 
diorite cups, bowls made of alabaster, household utensils 
in copper and bronze, articles of personal adornment in 
gold and silver and precious and semi-precious stones, and 
cunningly shaped containers for cosmetics. 

The youthful Abraham strolling the streets of Ur must 
have been impressed by the busy scene about him. The 
eager eyes of youth must have watched the fascinating 
processes with which the craftsmen molded and ham- 
mered, sweated and soldered, the gold from the rivers of 
many lands; the silver from southern Persia and the moun- 
tains of the North; bronze from Oman, and the copper 
from foreign mines. 








GRAFF, WASHBOURNE & DUNN 


Announce T hat: 


Mr. Percy BALL 


whose reputation as a creator of fine and salable 
sterling wares is second to none in the industry 


Has Joined Their Staff, in the capacity of 
Vice-President and Director of Merchandise 


Present Lines and Quality of Sterling and Gold 
Hollow and Fancy Wares will be Maintained, 
and New Lines added as time and demand 


progress. 


Suggestions from the trade as to their needs in new 
goods will be cordially welcomed, and special order 
work is especially solicited. 


GRAFF, WASHBOURNE & DUNN 


Wm. L. Washbourne 
Pres. & Secy. 
Cleveland A. Dunn 
Vice-Pres. @ Treas. 
Percy Ball 
Vice-Pres. @ Director of Mdse. 


TRADE MARK 


SILVERSMITHS 


142 West 14th St. 
New York, N. Y. 
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FLEUR de LIS 


Ensemble 
This charming Lilies of France de- 
sign typifies the highest art of the 
modern ary welry craftsman. One bril- 
liant solitaire in engagement ring and 
5 perfect stones in wedding ring. And 
please remember that Greve diamonds 


are famous as perfect stones, Engage- 
ment ring, $50; wedding ring, $25. 


Use our budget 
payment plan. 


CARL 
GREVE 





te 
THE SQUARE DEAL, JEWELER by 
731 S. W. MORRISON ST. NAOMI N. 
SWETT 





HEN Carl Greve receives a social introduction, 

most any place in the state of Oregon, no matter 
where or what type the gathering, the conventional, “‘Al- 
low me to present Mr. Carl Greve,” generally meets with 
the response, ‘““The Square Deal Jeweler! Very happy to 
make your acquaintance, Mr. Greve. I listen to your 
broadcasts every day!” 

And because Carl Greve, the “Square Deal Jeweler” 
at 731 S. W. Morrison St., Portland, Ore., is a good 
mixer, and gives liberally of his time to various business 
and civic organizations, his confidence instilling slogan is 
carried about from tongue to tongue, as an endless chain 
of verbal advertising. 

“Creating a slogan, and living up to it, are two differ- 
ent things,” smiles Mr. Greve, whose dealings in Portland 
are of the highly ethical, conservative type which may 
accurately be described as “square deals.” For though 
he is a consistent advertiser over the air, and in the daily 
newspapers, at no time is there anything that smacks of 
sensationalism in his publicity, which always repeats the 
suggestion of quality jewelry at fair prices to be found in 
his store. 


“Our newspaper advertising,” “is confined to 


he says, 
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Prize winning letter writers appreciate the fact that they may use the $15 merchandise order 
for any item they wish to select, or as part payment on something higher priced. 


a six-inch long, column wide space in the morning daily. 
We avoid any suggestion of bargain advertising, and in- 
stead stress style and value and our square deal policy. 
This is because we cater to the intelligent class of buyer 
who prefers to deal with a jeweler of integrity, in whose 
statements utmost confidence may be placed. 

“Each of our newspaper advertisements is concentrated 
on either diamond rings or watches, and a single item only 
is featured each day. We use a picture of a “square” 
together with our slogan in all printed advertising. 

“While much of our diamond ring ensemble advertising 
hinges on medium priced rings, we also give considerable 
attention to diamond rings over the $100 mark, due to the 
fact that there is a good demand for larger diamonds 
among older people who celebrate wedding anniversaries 
with presentation of rings, which perhaps as young en- 
gaged couples, they could not afford. 

“Weekly display advertising in a newspaper of national 
circulation also bring us very good results.” 

“Tt hasn’t been easy,” says Carl Greve, “to consistently 
invest money in advertising during years when business 
stayed stubbornly in the red, which, in our opinion, was 
all the more reason why we should keep our name continu- 
ally before the public. After all, our losses of the depres- 
sion period were more the result of downward price 
swerving than of reduced number of unit sales.” 

Because Carl Greve believes that “the jeweler today 
must do a lot of thinking in order to do a little selling,” 

(Please turn to page 120) 





Courtesy of Grand Rapids Store Equipment Co. 













A view of the interior of the store of Rudolph Bros., Inc., Syracuse, N.Y. 


Better store fronts stand 
for new and better customers, increased profits, more busi- 
ness. Harmonious interiors, brilliantly lighted to bring 
out every bit of color and every facet, mean easier, faster 
sales. In the modernization parade in many a city of the 
United States and Canada, alert, progressive credit 
jewelry stores have created outstanding examples of mod- 
ern commercial architecture, and thereby accelerated their 
merchandising. 

At Bridgeport, Conn., the credit jewelry store of Spec- 
tors, Inc., conducted its business during August behind 
barricades, the removal of which this month will reveal 
a completely remodeled establishment, more spacious and 
attractive than its predecessor, indirectly lighted, and air- 
conditioned. “Expert designers and craftsmen have 
planned and are building our new store,” said Joseph I. 
Spector concerning the $40,000 remodeling project, “and 
once it is completed we know it will be the kind of store 
every civic-minded person will be proud of.” 

Black Carrara glass, bordered with a wide band of 
cream-colored Carrara glass, is the material chiefly used 
in the new front, and the rounding windows are set in 
bronze. A curved V marquee extends over the sidewalk 
nearly to the curb with its under-surface a mirror made of 
polished gun-metal, and with three-foot letters of Neon 
tubing spelling “Spectors” on top. 

The display windows are 25 feet deep from the side- 
walk front to the entrance of the store, and there is a 
central case with an elevator floor so that displays may be 
arranged in the basement stockroom and then hoisted to 
the vantage point inside a glass pillar in the outside lobby. 

Lacewood and satinwood are employed in the display 
windows. ‘These materials, trimmed with zebra wood, 
are utilized in the floor and wall cases in the interior, 
which is illuminated by concealed lighting fixtures. The 
ceiling is of ornamental plaster, and linoleum and carpets 
have been specified as the floor covering. 

From a small beginning 25 years ago, Spectors’ busi- 
ness has made steady growth, necessitating three expan- 
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CRED 


By 
JAMES BROWN 











Courtesy of Kawneer Co, 
Raymond Brenner jewelry store, Youngstown, Ohio. 


sions in quarters during the last 15 years. The store now 
being remodeled was occupied in 1927. The firm of Jaff 
Bros., Long Island City, N. Y., designed and is con- 
structing the new Spectors store, and the window and 
structural glass is produced by the Pittsburgh Plate Glass 
Co., Pittsburgh, Pa. 

Syracuse, N. Y., this year will lose the questionable 
distinction of being “the city where the train tracks run 
through the heart of the business section” with the removal 
of the objectionable rail route from one of the principal 
business streets. But scarcely less welcome to Syracusans 
is the remodeling by the Rudolph jewelry store of a 
dingy, outmoded four-story landmark into a fine business 
block of modern apppearance. 

The remodeling was performed a year ago, and 
Bernard G. Rudolph, president of the firm of Rudolph 
Bros., which had 16 credit jewelry stores in New York 
and New Jersey, declared that in the new establishment 
business during the six months of this year soared fully 
25 per cent over the similar part of the previous year. 
Before the renovations, the Rudolph store, key unit in 
the chain, had been situated several hundred feet to the 
south at 475 S. Salina St. 

The exterior of the Rudolph store, now at Salina and 
Jefferson Sts., is of French gray Vermont marble with 
stainless steel white metal trim. There are two show 
windows in one frontage and five on the other, affording 
total window display space of 85 feet. Neon signs are of 
Allegheny metal applied to marble with two rows of gold 
Neon. 
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JEWELERS MODERNIZE 


Plans were drawn by Dwight James Baum of Syracuse, 
with cooperation of J. A. Connors, structural expert of 
the Grand Rapids Store Equipment Co., and Mr. 
Rudolph. 

Modernization of the store of Louis De Roy & Bros., 
544 Smithfield St., Pittsburgh, Pa., has just been com- 
pleted at a cost of $28,800. The three-story front is of 
Pittsburgh Plate black Carrara glass. Fixtures of beryl 
walnut have been installed by C. Proessler & Sons, also 
of Pittsburgh. 

Lighting is especially noteworthy in this credit jewelry 
store. There are specially designed ceiling units for gen- 
eral illumination, lumiline stairway lighting and various 
ingenious uses of spotlights to emphasize and focus interest 
in a limited area. 

Modernization again steps into the limelight of public 
acceptance at the store of Raymond Brenner, Youngs- 
town, Ohio, where a particularly attractive store front 
thas been used to attract added sales, display merchandise 
to better advantage and create a more favorable impres- 
sion on all who pass that way. This store front, which is 
a product of the Kawneer Co., Niles, Mich., is typical 
of the improvement which occurs where jewelers make 
it their business to keep in step with the modern trend in 
store front development. 

In a recent study of the physical condition of 143 retail 
jewelry stores in 23 selected cities, the Bureau of Domes- 
tic and Foreign Commerce noted that from 14 to 17 per 
cent of the stores need to paint or refinish their store 
fronts, alter or rebuild display windows, and install or 
replace outside signs. The need for altering or rebuilding 
display windows is more frequently reported for jewelry 
stores than for any other business group. 

More than 40 per cent of the stores are reported as 
needing the painting or repairing of interior walls and 


ceilings; more than one-fourth, new or additional light- 
ing fixtures; more than one-fifth, replacement of fixtures 
or installation of new ones, and the refinishing, covering 
or rebuilding of floors, and one-eighth, new ventilating 
equipment. 

One store in every five has steps at the entrance, says 
the survey, and in most of these cases ramps could be 
built to overcome this difficulty. 

To summarize, it is shown that nearly half of the 
stores should be improved in appearance and that nearly 
as many require attention to display windows and en- 
trances. However, the general impression of the exteri- 
ors of over 60 per cent of the jewelry stores observed 
is “good,” and in this respect they rank second to apparel 
stores only. 

To quote Alexander Dye, director of the Bureau: 
“Modernization is a business proposition which every 
retailer must consider carefully if he is to retain a strong 
competitive position in his community.” 


Right— 


Store 
front 
of Louis 


Pa. 





Courtesy of Pittsburgh Plate Glass Co. 


Left—Interior view of the Louis DeRoy & Bros. 
store. 
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LOUIS DeEROY 
& BROS. 


Modernize Pittsburgh Store Front 


With FLEXLUME Sign 






Read These Warm Words of Ap- 
preciation from Mr. Al J. DeRoy . 


“The reason for buying a FLEX- 
LUME was because of its graceful, 
rounded design for such a large 
sign. It is not bulky. 








“We burn it all day until 11 o'clock 
at night as it shows off our 
building.” 
Inquire About Our New 
MULTILITE LETTER 
For Modernizing Your Store Front 








FLEXLUME 


CORPORATION 












27 SALES AND 
SERVICE OFFICES 
IN CHIEF CITIES OF 
U.S AND CANADA 


NEON TUBE eee 
RAISED GLASS 

LETTER... EXPOSED 
LAMP or COMBINATIONS 


















CALL OUR LOCAL DISTRIBUTOR 
OR WRITE DIRECT TO 


FLEXLUME 
CORPORATION 


1100 MILITARY RD.,BUFFALO,N.Y. 
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Credit or Charge Selling? 


(From page 112) 


dollars to spend on jewelry store merchandise than there 
are those who may be induced to part with a thousand 
dollars. People with the lesser amount of money to spend 
will be more profitable patrons to a good jewelry store 
than the occasional big spender. 

Prove this by your own personal reactions and by 
those of your immediate friends and acquaintances. It 
will be seen that most of them are in the medium spend- 
ing grade. This is practical common sense. 

Will old line jewelers be compelled to plan out their 
merchandising and store policy according to these un- 
disputable facts? It is a harder proposition for a high 
grade store to sandwich its business in between the top 
and low grades, than to get this message to the people of 
moderate means who form the great mass of constant and 
consistent spenders. 

This can be done to a certain extent however, by mak- 
ing a sincere effort to bring the younger folks to the store. 
This policy is predicated on the thought that honest young 
folks who are starting out to buy their silver and any other 
jewelry store goods should have the same credit courtesy 
extended to them as is extended to the wealthy patron. ~ 
This is not considered installment selling or even time 
selling, for these young folks agree to clean up their in- 
debtedness in a 90-day period or less. 

Ordinary care in extending credit will show a less pro- 
portion of credit loss to these young folks than to the so- 
called wealthy class. One can not hope to do a charge 
business without getting stuck once in a while but the 
experience here is that the hazard is less on the moderate 
class than it is on the rich class. 

Silver patterns and prices when worked out in an ad- 
vertising story of the pieces necessary to set the table, 
makes good reading copy for the young folk. And for 
that matter, it is also good for the older folk, as it gives 
them something definite to think about. Carefully written 
copy of this general type will appeal to many classes. 

A recent advertisement which had very good pulling 
power, read, “Lovely Sterling Silver from Silver Spe- 
cialists. Donavan & Seamans Co., Los Angeles’ oldest 
silversmiths are unusually qualified in helping you choose 
a successful silver pattern. Only specializing silversmiths 
can offer such a_ stock of worthwhile patterns 
that bespeak quality and tradition.” Four patterns were 
then listed in sets of thirty pieces with the price for each 
item and for the entire group. 

The net result of this type of advertising will bring 
many young folks into the store. When they come in, 
a well trained salesperson can quickly judge about what 
they have in mind to spend. Careful handling in a dig- 
nified way in many cases will cause an increase in the 
number of pieces from the original six to eight or a dozen 
on each item. 

Back of all this is the big idea that the advertising is 
endeavoring to impress on the younger generation that a 
trustworthy house of many years’ standing is the place in 
which they should buy their sterling. Advertising of this 
nature goes a long, long way toward breaking down price 
resistance and in bringing the resources of the store to the 
attention of a very worthy group of new potential 
customers. 
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Interior View of Louis DeRoy & Bros. jewelry store, Pittsburgh. (A Recent Installation by Proessler) 


Sell Merchandise! 


NOW |S THE TIME for retail jewelers to modernize and 
install new store fixtures in preparation for the greatest 
holiday jewelry buying since the collapse of 1929. 


STORE FIXTURES te PEQEaacee 
attract attention, arouse interest, create .desire and 
produce increased business, at a profit. 


Consult These Jewelers for References 
PITTSBURGH, PA. JOHNSTOWN, PA. 
Hardy and Hayes Co. Irvin Neafach 
John M. Roberts & Son Co. CONNELLSVILLE, PA. 
Inquiries Jos. DeRoy & Sons Bernard Posner 
Invited Grafner Bros. WHEELING, W. VA. 
Within a Radius Samuel Weinhaus Co Pugh Bros. Jewelry Co. 


of 300 Miles Herbert Haase STEUBENVILLE, O 
of Frank H. Becker W. G. Spies Company 


Pittsburgh A Representative Will Gladly Call 
Phone: CEDar 1716 Without Obligation 


C. PROESSLER & SON CO. 


}221-1227 PENNSYLVANIA AVE. PITTSBURGH, PA. 
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Yes! A Good Slogan Pays 


(From page 115) 


he consistently uses radio advertising as an adjunct to his 
newspaper-advertising campaign. 

“Not everyone reads the newspapers,” he explains, “and 
by supplementing our newspaper program with twice daily 
radio announcements, we make a fair coverage of jewelry 
prospects in Portland and outlying districts.” 

Every day radio fans accordingly hear brief announce- 
ments from Carl Greve, the “Square Deal Jeweler.” One 
of these announcements tells of a simple letter writing 
contest in which Mr. Greve sponsors three weekly prizes, 
each consisting of a $15 merchandise order on his store. 

“Due to the fact that we have contracted with the 
radio station to give this merchandise prize every week,” 
he says, “we pay nothing more than our cost of the mer- 
chandise prizes for the privilege of having our name men- 
tioned in the popular broadcast on a leading station, which 
occurs early in the afternoon. 

“At our total cost of around $60 in merchandise for 
these prizes we set thousands of radio listeners to writing 
letters for this contest every week, as a result of which we 
make new contacts continually, many of which come from 
various parts of this state and Washington. 

“Contest letters, which do not refer to the jewelry busi- 
ness, are received and judged at the radio station. 

“Because we adopt a liberal policy in awarding these 
prizes, we have made many fine customers of prize win- 
ning letter writers, who appreciate the fact that they may 
use the $15 merchandise order for any item they wish to 
select, or as part payment on something higher priced. 
Very often they will make a much larger purchase, and 
add additional cash to the $15 merchandise bond in full or 
part payment. 

“Though we are privileged only to have our name 
mentioned as donors of the weekly merchandise prize in 
this broadcast, in a general sense the public credits us with 
having sponsored the entire entertainment program, which 
is a very popular one, and rewards us richly for the ex- 

pense involved in giving prizes. 

“In an evening broadcast on a different station, we use 
institutional advertising which centers on our ‘square deal’ 
service in repair work, buying of old gold, and the like.” 

Mr. Greve, who has been in the same small location in 
Portland for the past 14 years, declares that since early 
in 1934 business has shown an encouraging comeback, and 
that he no longer has use for red ink for ledger entries. 

“I am optimistic about the future of the jewelry busi- 
ness because confidence has been restored in the minds of 
the buying public. Investments in securities that proved 
worthless have placed them in a frame of mind to put 
part of their surplus money into good gems of intrinsic 
value, which will always give pleasure and prestige to 
their wearers. 

“About 50 per cent of our business today is done on 
the installment basis, in which accounts must be liquidated 
within six months. Due to the greater care that we exer- 
cise in opening up installment accounts, charging off of 
bad accounts is now much less of a hazard than in former 
years. Forty per cent of our business is done on a straight 
cash basis, as there are still a large number of people who 
prefer this plan. Ten per cent of our customers use credit 
on a thirty-day open account basis.” 


“The Story of Gems” 


What jeweler has not felt the need of a modern, enter- 
taining, accurate volume to help interest “the public” in 
precious stones? “The Story of the Gems,” by Dr. Her- 
bert P. Whitlock, curator of minerals and gems at the 
American Museum of Natural History, fills that very 
genuine requirement, and moreover affords a very wel- 
come addition to the jeweler’s library, in which it may 
take its honored place beside older works of G. E. Kunz 
and Edwin W. Streeter. 

The book is illustrated with a large color plate and 
many halftones from the Morgan Collection of Gems, of 
which Dr. Whitlock has been custodian for many years, 
and contains a descriptive table of 62 mineral species 
together with a bibliography and an index. 

Some of the matter in the book had its first appearance 
elsewhere, as for instance, the chapter on the forms in 
which gems are cut, which was rearranged, the author 
states, from a series of articles that appeared in THe 
Jewevers’ CIRCULAR several years ago, and a course of 
popular lectures contributed to the preparation of the 
volume. 

In a short foreword, Dr. Whitlock extends thanks for 
advice regarding the jeweler’s viewpoint in relation to 
matters treated in the book to the late T. Edgar Willson, 
for many years prior to his death, Sept. 1, 1935, editor of 
THE JEWELERS’ CirCULAR-KEYSTONE, as well as to 
Meyer D. Rothschild and Stephen Varni, both of New 
York City. 

The book describes the ancient and modern uses of 
gems, the factors upon which their value is based, and a 
host of curious facts about them. ‘There are two espe- 
cially valuable chapters upon the diamond, and colored 
stones are treated under seven other headings. 

Dr. Whitlock devotes not a little time to explaining 
the cause ‘and wherefore of elements of disaster associated 
with some gem stones. IIl luck legends, he contends, 
often attributed to objects of rarity have their roots in 
the fact that misfortune is much more common in human 
experience than in the ownership of, for instance, a fine 
diamond. So it happens that a person whose adverse for- 
tune seems to exceed that of his neighbor searches for 
something which he has and his neighbor has not, on 
which to place the blame; and a large blue diamond or a 
specially fine opal may easily be made the scapegoat for 
the more usual occurrence. 

The very character of the structure of the opal gems, 
he reminds his readers, contains the elements of disaster, 
and, as one would expect, any stone riddled as are opals 
with incipient breaks is liable to permanent fracture, and 
slight changes of temperature may change a valuable 
gem into a pile of fragments. Dr. Whitlock suggests that 
this is the real reason for the tradition of ill luck that has 
been ascribed to this beautiful gem stone. And why 
not? he asks, for surely the loss of a prized possession is 
enough of a misfortune to justify the legend. 

(The Story of the Gems, by Herbert P. Whitlock. 
Published Aug. 5, 1936, by Lee Furman, Inc., New York. 
206 pages. Illustrated. Price $3.50.) 





Edgar Hume is again representing J. Mehrlust, 6 W. 48th St., 
New York. He was formerly vice-president and a director 
of Jacques Bienenfeld, Inc. 
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Suggestions on Window Displays 
By ROBERT }. GUNTHER 

HE greatest fault. with jewelry window displays is that 
T they fail to take advantage of the many simple, logical 
things which are major selling factors. Most jewelers 
make the mistake of putting in their windows merchan- 
dise they want to sell instead of what people who pass 
want to buy! That may sound confusing but it’s really 
the truth. Displays don’t sell; they perform a service— 

the service of awakening to realization the prospects’ 
back-in-the-mind urge to own. 

The impulse to stop and look at things out of the 
ordinary is as old as human nature itself. Prompting the 
prospect’s curiosity is a fundamental requirement of sound 
advertising. This especially applies to window displays— 
for the retailer’s window is not only a place for.merchan- 
dise display—it is a miniature stage tempting passers-by 
to pause for a moment to enjoy the luxury of things they 
do not possess! 

They must be stopped, first. Then comes the desire 
for ownership. And last, the urge to buy. No display 
can do all of these things in an instant. But it can start 
a train of thinking which will eventually lead straight 
to the cash register. 

It is often some simple thing which spoils an entire 
window. When you put in a new display, check yourself 
by asking these questions. They'll help show up weak 
spots which can be corrected: 

Does it catch the eye? 

Will it make people stop? 

Is the center of attention focused on the merchan- 
dise, or on the display itself? 

Is it attractive? 

Are you proud of it? 

Is it typical of your store and different from other 
local displays? 

Does it have sparkle . . . or is it dull, depressing? 

Are you featuring the right merchandise :— 
1. At the right price 
2. For the type of people who pass 

_ 3. For the season of the year 

If you live in an average community, many who pass 
your store know you personally—or at least have had 
business transactions with you. These are important peo- 
ple—fine prospects for additional sales. Appeal to them. 
But don’t slight the great majority—the crowds who 
know and judge you only by the windows you trim. 

Sooner or later all of these people will buy jewelry of 
some sort. If they have no regular jeweler, they'll go to 
the one whose windows and other advertising has pleased 
them most. You can be that one by making your windows 
appeal to new as well as old prospects. Put your best 
foot forward—first impressions are stongest. 

Window advertising has the advantage over other 
media in that it operates directly at the point of sale. 
Next to having the prospect in the store, having him at 
your window is your best bet. For if the silent salesmen 
behind the glass are only powerful enough, the difference 
between a window-shopper and counter-shopper is only 
a few steps. He can satisfy his desire immediately—while 
the urge is strongest—if he wishes. So it follows that a 

successful display not only helps the prospect realize his 
want—but stimulates action before the urge has time to 
wither and die. 
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There is no doubt that the showing of actual mer- 
chandise is the window display’s chief asset. But the 
amount of merchandise presents the difficulty. Too great 
a variety destroys the valuable impression that the jeweler 
is a specialist. Too much distracts attention from one 
particular item—increasing the problem of consumer se- 
lection. The ideal display—which is very rarely used— 
consists of one item only, so placed that the eye cannot help 
being drawn to it. 

Here another factor enters the picture—professional 
dignity. Successful displays also have a touch of restraint 
—just enough to definitely establish the thought that a 
jeweler is more than an ordinary merchant. He sells 
because of consumer confidence in his personal recom- 
mendation. And his displays, his very store must back up 
the assumption that he is a qualified expert. 

It is futile to attempt to bring to light the numerous 
display ideas lurking in the dark corners of almost every 
store . .. ideas with which you are so familiar that their 
consumer interest value is underestimated. When you 
are at a loss for a display suggestion, look around. The 
public will add a touch of romance to seemingly prosaic 
things—when they see them in a jeweler’s window. A 
group of tiny watch parts, an uncut diamond, a single 
pearl in an oyster shell, a miniature dining table with 
silver in position . . . these are things which catch the 
mind as well as the eye. And thinking is the first step 
toward doing. 





A Key to Precious Stones 


No popularly written account of the origin, properties, 
composition and use of gem-stones offers the student of 
jewels a more orderly guide than “A Key to Precious 
Stones” by Dr. L. J. Spencer, keeper of minerals at the 
British Museum from 1927 to 1935. Dr. Spencer has 
genius for packing fact after fact, in fashion that chal- 
lenges the reader’s interest, into every line of the book’s 
232 text pages. 

Eleven chapters devoted to the general principles of 
gem-stones yield detailed information about the color, 
luster, brilliancy, density, hardness, crystal formation, 
optical characters, chemical composition, geological oc- 
currence, mining, cutting and polishing, production of 
imitation and synthetic gems, and nomenclature of gem- 
stones and minerals. A dozen other chapters treat with 
the diamond and colored stones. 

Dr. Spencer questions the results of all attempts so 
far to produce diamonds from carbon and doubts that this 
alchemy will succeed. He describes the ton-a-day produc- 
tion of corundum and spinel, however, and advises that 
these crystals, identical in every way with native crystals, 
be called “analytic” instead of “synthetic” because the 
Verneuil process consists of breaking down alum, rather 
than of taking atoms of aluminum and oxygen and stick- 
ing them into their proper places in the crystal-structure. 

Photographs and charts of the Kimberly workings, 
crystals and notable cut stones illustrate the chapter on 
diamonds, which lists the 726-karat Jonker diamond 
(found in December, 1934, sold to an American dealer 
and now being cut in New York), directly after the 
Cullinan, 3106 karats, and the Excelsior, 995.2 karats. 

(A Key to Precious Stones, by Dr. L. J. Spencer. 
Blackie & Son, Ltd., London and Glasgow. 237 _pp. 
Illustrated. Color plate on dust jacket.) 











GEM-STONES 


By G. F. HERBERT SMITH 





An Interesting Authoritative Book 


Comprising 40 chapters and many diagrams, plates and 
tables by an outstanding authority. Over 300 pages. 


Here is a comprehensive book on 
GEM-STONES both for the Jeweler 
and the Connoisseur, written by an 
Assistant Secretary of the British Mu- 
seum, giving not only the character- 





istics of the various stones, but their 
histories and technologies. 


The present seventh edition is com- 
pletely up-to-date. It furnishes the 
jeweler and his clerks with a back- 







ground and appreciation of the various 


The various 
sections, each 


including one or : i 
Py oa contacts with customers more effective. 








commercial stones that will make their 


—_— —oolEEo—eE=E=aBnDB=a>a>=={=llT—X¥XS—=—[—Ss™—S—— 


THE CHARACTERS OF GEM-STONES 
THE TECHNOLOGY OF GEM-STONES 
PRECIOUS STONES 
SEMI-PRECIOUS STONES 
ORNAMENTAL STONES 
ORGANIC PRODUCTS 





Price $3.00. Orders promptly filled. 
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DIRECTORY OF TRADE ASSOCIATIONS 





NATIONAL 


The names given in each case are those of the President and Secretary. 


American Jeweled Watch Manufacturers Association—C. M. Kendig, c/o 
Hamilton Watch Co., Lancaster, Pa.; J. Freistadter, c/o Waltham 
Watch Co., Waltham, Mass. 


American Jewelers’ Protective Association—Meyer D. Rothschild, 6 W. 
Forty-eighth Street, New York City; Arthur Lorsch, 607 Fifth 
Avenue, New York City. 


American National Retail Jewelers’ Association—William D. McNeil, 
Charles T. Evans, 22 W. Forty-eighth Street, New York City. 


American Watch Assemblers Association—R, Gsell, R. Gsell & Co., 14 W. 
Thirty-seventh Street; Norman B. Morris, 608 Fifth Avenue, New 
York City. 


Associated Manufacturers & Importers of Watchmakers & Jewelers Sup- 
plies—Seymour G. Hammel, Hammel-Riglander & Co., 209 W. 
Fourteenth Street; Jacob Faist, 109 Lafayette Street, New York 
City. 


Associated Watchmakers of America—-William F, Chlanda; A. C. Glas- 
gow, 604 Arcade Building, St. Louis, Mo. 


Brotherhood of Traveling Jewelers—Archibald Graham, 620 Fifth Ave- 
nue; Knowlton D. Read, 15 Maiden Lane, New York City. 


Canadian Jewelers’ Association——M. ‘T, Ellis, Toronto, O. M. Ross, Room 
1005, 465 Bay Street, Toronto 2. 


Clock Manufacturers’ Association of America—S. F. Ferguson, c/o Seth 
Thomas Clock Co., Thomaston, Conn.; J. M. Ivory, Room 1718, 
120 Broadway, New York City. 


Eastern Manufacturers and Importers Exhibit, Inc.—A. Stanley Brussel, 
225 Fifth Avenue; George F. Little, Managing Director, 220 Fifth 
Avenue, New York City. 


Horological Institute of America—Harrison F. Babcock, Chester 12th 
Bldg., Cleveland, Ohio; R. E, Gould, c/o Bureau of Standards, 
Washington, D. C. 


The Jewelers Board of Trade (a name used by the Manufacturing Jewel- 
ers Board of Trade)—Frederick A. Ballou, Jr., B. A. Ballou & Co., 
Inc., 61 Peck Ct., Providence, R. I.; Horace M. Peck (also Trea- 
surer) Turks Head Building, Providence, R. I. 


* Jewelers’ Security Alliance—Frank T. Sloan, 15 Maiden Lane; James H. 
Noyes, 15 Maiden Lane, New York City. 


Jewelers’ Vigilance Committee—G. H. Niemeyer, 82 Fulton Street; A. L. 
Woodland, 15 Maiden Lane, New York City. 
Jewelry Crafts Association—Jacob H. Schaeffer, 234 West Thirty-ninth 
a: Henry L. Sperling, 48 W. Forty-eighth Street, New York 
ty 


National Association of Credit Jewelers—William Gibson, 9144 Commer- 
- ey Chicago, Ill.; J. Frank Newman, 81 N. State Street, 
icago, 


National Gift and Art Association—A. J. Horgan, Chase Brass & Cop- 
per Co., 10 E. Fortieth Street; George F. Little, 220 Fifth Ave- 
nue, New York City. 


National Jewelers Mutual Fire Insurance Co.—W. H. Upmeyer, 101 Wis- 
consin Avenue, Milwaukee, Wis.; A. W. Anderson, Neenah, Wis. 


National Watch Case Manufacturers’ Association—Fred E. Hyatt, Key- 
stone Watch Case Corp., Riverside, N. J.; Alexander Vincent, 20 
W. Forty-seventh Street, New York City. 


National Wholesale Jewelers’ Association—Howard L. Carpenter, 202 
Washington Street, Providence, R. I.; George A. Fernley, 505 
Arch Street, Philadelphia, Pa. 

Silver-Plated Manufacturers’ Hollowware Service Bureau—H. C. Wilcox, 
International Silver Co., Meriden, Conn.; George P. Byrne, 53 
Park Place, New York City. 

Sterling Silversmiths’ Guild of America—Henry Norton, R. Wallace & 
Sons Mfg. Co., Wallingford, Conn.; Alexander Vincent, 20 W. 
Forty-seventh Street, New York City. 


United Horological Association of America—Frank Foegler, 31 E. Fourth 
Street, Cincinnati, Ohio; O. R. Hagans, 3226 E. Colfax Avenue, 


Denver, Colo. 
STATE 


The names given in each case are those of the President and Secretary. 


Alabama Retail Jewelers’ Association—E. J. Ozment, Tuscaloosa; A. L. 


Hipp, Jr., Huntsville. 

Arizona Retail Jewelers’ Association—J. J. Wesley, Phoenix; Newton 
Rosenzweig, Phoenix. 

Arkansas Retail Jewelers’ Association—J. M. Terry, El Dorado; Abner 


L. Russell, Hot Springs. 


California Retail Jewelers’ Association—Durward Howes, 527 W. Seventh 
e Los Angeles; Arthur H. Dibbern, 180 N. Brand Blvd., Glen- 
ale. 


Connecticut Retail Jewelers’ Association—O. W. Snow, Ansonia; Emil 
M. Weber, 89 Colony Street, Meriden. 
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Florida Retail Jewelers’ Association—Archie O. Jenkins, Duval Jewelry 


‘o., Jacksonville; Bruce Watters, 322 Central Avenue, St. Peters- 


burg. 


Georgia Retail Jewelers’ Association—Lawrence Holzman, Holzman’s 
Jewelry Store, Atlanta; Dabney Hardy, Hardy Jewelry Co., Inc., 
Rome. 


inet, Retail Jewelers’ Association—Herbert Schmith, Clinton ; Henry 
. Mortensen, Rm. 304, 10 S. Wabash Ave., Chicago. 


Indiana Retail Jewelers’ Association—A. S. Rowe, State Life Bldg., In- 
dianapolis ; H. Elmer Lodde, 419 Main St., Lafayette. 


Iowa Retail Jewelers’ Association—Gus Siebke, Siebke & Taylor Co., 215 
Third Street, S. E., Cedar Rapids; H. C. Kirkberg, Fort Dodge. 


Kansas Retail Jewelers’ Association—L. B. Kimball, Eldorado; V. W. 
Huffman, Herington. 


Kentucky Retail Jewelers’ Association—C. M. Bryant, 570 S. Fourth Ave., 
Louisville; Percy B. Stith, 329 Guthrie St., Louisville. 


Maine Retail Jewelers’ Association—Lloyd E. Daniels, Rockland; L. J. 
Eno, Skowhegan. 


Maryland, Delaware and District of Columbia—Albert Sigmund, 1101 F. 
Street, Washington, D. C.; Howard Collins, 804 Shipley Street, 
Wilmington, Del. 


Massachusetts & Rhode Island Retail Jewelers’ Association—W. G. Thur- 
ber, Tilden-Thurber Corp., 292 Westminster Street, Providence; J. 
H. Peterson, Needham, Mass. 


Michigan Retail Jewelers’ Association—O. A. Mattison, Lansing; Leon 
J. Barrett, 144 N. Burdick Street, Kalamazoo. 


Minnesota Retail Jewelers’ Association—John Schoen, Owatonna; L. B. 
Johantagen, 1016 West Broadway, Minneapolis. 


Missouri Retail Jewelers’ Association—Fred W. Pilcher, Mexico; Fred 
W. Sands, Diercks Building, Kansas City. 


Nebraska Retail Jewelers’ Association—Glen R. LeRoy, Fairbury; C. J. 
Stiastny, Lincoln. 


New Hampshire Retail Jewelers’ Association—Geo. W. Stuart, Coneord ; 
Addie Fiske Goodell, Epping. 


New Jersey Retail Jewelers’ Association—Bertrond Weber, Ridgewood ; 
John F. Walsh, Franklin Ave., Nutley. 


New Mexico Retail Jewelers’ Association—George Everitt ; Frank Mindlin, 
Albuquerque. 


New York State Retail Jewelers’ Association—E. M. Baringer, 20 S. 
—_ Street, Gloversville; E. Lathrop Sunderlin, 74 East Avenue, 
ochester. 


North Carolina Retail Jewelers’ Association—Norman Ingle, Salisbury ; 
James Fox, Rocky Mount. 


North Dakota Retail Jewelers’ Association—R. B. Newton, 
Avenue N., Fargo; Robert McLaughlin, Hope. 


Ohio Retail Jewelers’ Association—Henry W. von Unruh, 932 E. Mec- 
oe ee Cincinnati; Clifford P. Simper, 705 Vine Street, 
ncinnati. 


Oklahoma Retail Jewelers’ Association—N. O. Barnhill, 222 N. Robin- 
son Street, Oklahoma City; B. C. Clark, Jr., 39 North Robinson 
Street, Oklahoma City. 


Oregon Retail Jewelers’ Association—Frank A. Heitkemper, 725 S. W. 
Alder Street, Portland; A. A. Keene, 381 State Street, Salem. 


Pennsylvania Retail Jewelers’ fameietien- Gomme A. a 4614 Frank- 
ford Avenue, Philadelphia; Charles K. Boas, 28 N. Second Street, 
Harrisburg. 


South Carolina Retail Jewelers’ Association—W. Porter Cart, 237 King 
Street, Charleston; Louis Lachicotte, 1424 Main Street, Columbia. 


South Dakota Retail Jewelers’ Association—Chas. F. Halbkatt, Water- 
town. 
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Tennessee Retail Jewelers’ Association—C. C. Breese, Franklin; D. M. 
Meeks, Dyersburg. 


Tennessee Watchmakers’ & Jewelers’ Association—J. E. Coleman, 50 
Arcade, Nashville; Edwin F. Cochron, Nashville. 


Texas Retail Jewelers’ Association—R. J. Slagle, Houston; H. E. Piel, 
201844 Commerce St., Dallas. 


Vermont Retail Jewelers’ Association—William S. Preston, Burlington; 
W. S. Bristol, Vergennes. 


Virginia Retail Jewelers’ — ey C. Barkley, 2605 Washington 
~ 7 Newport News; M. R. D. Brown, 507 Main Street, Dan- 
ville. 


Washington Retail Jewelers’ A iati rnett, Burnett Bros., 
1816 Second Avenue; Dr. W. J. Hindle "ed Bldg., Seattle. 


West Virginia Retail Jewelers’ Association—W. C. Donnelly, Mt. Royal 
—. Baltimore, Md.; William Caplan, 318 W. Pike Street, 
rksburg. 


Wisconsin Retail Jewelers’ Association—A. C. Hentschel, 2101 W. North 
Avenue, Milwaukee; A. W. Anderson, Neenah. 
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in the 


Selling Perfume 


Jewelry Store 


By JOSEPH S, STEIN 

















OMETIMES we work so close to our own business 

that we are apt to lose our perspective on it. In that 

case the viewpoint of an outsider is sometimes very re- 
vealing and stimulating. 

I remember, for example, when I was actively engaged 
in the jewelry field that something was called to my at- 
tention which, although it was part of my daily life, had 
been completely overlooked by me. A list was placed on 
my desk of items which had been practically ‘bread and 
butter” items for a long period of years and which were 
rapidly going into extinction! I looked at the list in 
astonishment. It included such items as scarf pins, watch 
fobs, vest chains, link buttons, lapel buttons, belt buckles, 
signet rings, and several others. ‘This list made me 
realize that a change had come over the jewelry business 
—a change which many of us had neglected to notice, but 
one of tremendous importance in the trade. 

Another significant change was occurring at this time. 
Where formerly the jewelry business was pretty much 
confined to the legitimate jeweler, everyone could see 
that the drug store, the hardware store, the department 
store, the specialty shop, and in some cases even the cigar 
store were carrying articles that had formerly been sold 
exclusively in the jewelry store. 

In other words, the jeweler was losing much of his 
trade, not to other jewelers, but to other types of stores. 
He was losing many kinds of merchandise that he 
formerly controlled. And almost nothing had been added 
to replace this lost volume. 

It was obvious also, from an outside point of view, 
that the jewelry store needed some item that was used up 
-—something that did not last a lifetime and that was not 
handed down from father to son for generations. Repeat 
business is what the jeweler needed, something that 
brought the consumer back again and again, just as she 
goes repeatedly to the department store or drug store for 
items that are purchased not once, but many times. 

Perfume seemed the logical answer for the jewelry 
store. It is a “repeat” item that a woman buys for herself 
and comes back for. It is also a perfect gift item, ap- 
pealing to men as well as women. If the perfume is of 
a high standard, it fits in perfectly with the prestige and 
high standing of the store. 

Perfume was given a trial in a number of representative 
stores throughout the country. It was news when a 
jewelry store presented perfumes to its clientele, and a 
great deal of interest was aroused. To say that the first 
experiments justified themselves is to put it mildly. Today 
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Photo by Katden-Keyatone 


jewelry stores of varied sizes are doing a substantial 
portion of their total volume in perfumes. 

Of .course, perfume, like any other item, requires sales 
effort. Perfume doesn’t ‘“‘walk off the shelves” any more 
than any other line. It has to be introduced and promoted 
and sold just like any other article of merit. But when 
you have sold one package, the sale has just begun, be- 
cause it brings that customer back for more when the 
first bottle is used up. 

Briefly noted, here are some of the important features 
that retailers have found in perfume: 





1. An article with a large potential market 
—since most women use some perfume at one 
time or another. 

2. An item that is consumed and therefore 
ideal for repeat business. 

3. A line requiring a small investment. 

4. No servicing, no sizing, no engraving no 
adjusting or regulating. 

5. Last and perhaps most important, a line 
that actually adds prestige if the right merchan- 
dise is selected, lending a style background that 
is of tremendous value to any store selling 
articles of personal adornment. 


It is no longer necessary to qualify these statements. 
They have been proved in so many stores from Maine to 
California that they are indisputable. Stores that have 
gone along year after year increasing their business and 
handling perfumes profitably are the best testimonial to 
the fact that perfumes have a logical place in the jewelry 
store and that the jeweler profits immeasurably through 
the addition of an item of this character. 

Mr. Stein is president of Lucien Lelong, Inc., Paris, 
New York and Chicago. 
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GEORGE F. LITTLE MANAGEMER 
220 Fifth Avenue, New York 


Faneuil Hall, Boston— from an original etching by Nat Lowell 
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43-47 West 23rd St., 


Che Pairpoint Corporation, New Bedford, Mass. 


New York City 


FINE ARTS LINE. 


Bradford Design. 


San Francisco 


150 Post St., 





The latest PAIRPOINT creation. 


(A beautiful combination of Rock Crystal Engraved Glass and heavy silver plated frame) 


It will instantly appeal to your discriminating customers. Best of all, it is priced in keeping with present- 


day conditions, and will pay substantial profits. 


Prices and illustrations submitted upon request. 
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Popular Items 
for 


HOLIDAY 
SELLING 


We manufacture a com- 
plete line of Pocket 
Knives, Comb and File 
sets, Money Clips and Tie 
Slides in 10K, 14K gold, 
rolled gold plate, gold 
filled, sterling silver. 


Ask your wholesaler to 
show you the GOLDTOP 


ePDE Mag, 





Te 
oN _ 


JEWELRY & CUTLERY 


NOVELTY CO. 
No. Attleboro, Mass. 


NEW YORK CHICAGO SAN FRANCISCO 
21 Maiden Lane 1104 Heyworth Bidg. 704 Market St. 


7558 Knife 
C712 Comb and 
File Set 








DID YOU MISS NORMA 
AT THE WALDORF? 









If you failed to see the 
NORMA Display at the Retail 
Jewelers Convention held at fhe 
Waldorf-Astoria last month, you missed 
one of the most popular and useful gift 
items of the season. And to prove it we'll 
send you NORMA on 10-DAY TRIAL. Write 
us on your business letter head and we'll forward 
this fascinating 4-COLOR INSTANT-SHIFT 
PENCIL at once. Five handsome models, retail- 
ing for $3.50, $5.00, $8.50 and $12.00. 


NORMA PENCIL CORPORATION 
150 Broadway, New York City 


Western 
Representative 
Fred L. Lee & Co. 
204 Market St. 
San Francisco, Cal. 
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Old Sheffield Plate 


By Jack BLoom 


HE pride of a collector is first and foremost the joy 

of possession, secondly the human weakness of having 
something his neighbor does not possess—and is not the 
second reason for the models created by designers of 
women’s fashions. To the collector I would remark that 
as “all that glitters is not gold,” so all sold as “Old” Shef- 
field Plate does not conform to the title, the essential 
portion of which is that little word “old,” which has a 





Jack Bloom 


very definite meaning that I will endeavor to explain. Let 
me preface my explanation with the remark that there 
are three classes of dealers in this plate, the honest, tricky, 
and downright dishonest. The latter will unblushingly 
sell you Sheffield Plate that is definitely not “old,” and, 
incidentally, usually points to the copper visible under 
the silver coating as proof, but of what it is proof he is 
rather shy of discussing. The honest dealer will tell you 
whether the term “old” applies, and the tricky trader will 
use any and eyery term but the word “old”. He will sell 
you, Sheffield Plate, Real Sheffield, Genuine Sheffield, but 
not ‘‘old’”’ Sheffield. Wherein then, lies the virtue in the 
word “‘old” and to what does it apply? 

About 1740 there was discovered in Sheffield a method 
of covering copper plates with sheets of silver, uniting 
the two by fusion and hardening the combination by 
passing between rollers, thus producing sheets of metal 
from which the pattern of any silver article could be 
reproduced with the mounts and other ornaments in solid 
silver, at less cost, whilst appearance and wearing quality 
were equal. This process was in vogue for approximately 
a century, when electroplating, which of course, it is 
common knowledge, is the laying of a more or less heavy 
coating of silver on copper by electricity, displaced the 
two-sheet method. Electroplating is carried out after 
the article has been fashioned, in contra distinction to 
“old” Sheffield, in which the fusion of the two metals is 
performed in the metal sheet from which the article is 
made. ‘Today the making of “old” Sheffield plate is to 
all intents and purposes, if not entirely, a lost art. 

Between 1750 and 1820 the “old” Sheffield manufac- 
turer and the silversmith each produced designs and each 
copied the other. Articles of utility were very naturally 

(Please turn to page 131) 
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LADY BALTIMORE 


€VERCRAFT Gift Land 
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Trumpets hail the sensation of the season! All eyes on 
Lady Baltimore of Evercraft! Youngest daughter of a long 
and noble line, this aristocrat of gift-land is sought where’er 
she’sseen. Lovely to behold—excitingly modern—done in 
polished chrome and solid walnut exquisitely carved and 
waxed. 

Both the Cream with its non-drip spout, and the Sugar 
ha ve the soft, lustrous Butler finish inside; the tray is of a 
size, 5 x 114 inches, which also suggests cocktails for four. 
Lady Baltimore Cream and Sugar Set No. 16/4/5. $1.65 Set. 

Individual Gift Box 


Write for Literature on the Complete Line or see it at the 
following show rooms: New York, Room 617, 225 Fifth Ave. 
Chicago, The Zangs, Merchandise Mart 


What, the court 
asks, is coffee 
without a snack? 
And Evercraft an- 
swers with this 
smart sandwich 
tray. Polished 
Chrome in a step 
design, 11% inch 
diameter, No. 
5108. $18.00 doz. 





Barbara Fritchie 
Coffee Group! 
Polished Chrome 
with black or ivo- 
ry catalin hand- 
les and finials. 
Coffee server, five 
cup size. Tray 
9x18 inches. In- 
dividual Gift Box. 
Set No. 12/1/2/3 
$5.88 net. 
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The Bride's 


Chinaware 


This Jeweler Encourages Brides 
to Build Sets from Open Stock ; 
Thus Sells Much Quality Ware. 


. by 
A. P. NELSON 


Intelligent merchandising, including 
' help to individuals in selecting china and glassware which 
adds distinction to the home, has helped Estberg & Sons, 
pioneer jewelry house of Waukesha, Wis., make a suc- 
cess of a third-floor china, glass and gift section. 

Primarily a jewelry house, established in 1858, this 
firm, now managed by Mrs. Florence C. Estberg, added 
china, glassware and gifts more than 15 years ago and 
has steadily built the volume in this department. 

“We carry the largest stock of china, glassware and 
gifts in our city,” states Mrs. Estberg, ‘and our business 
has grown because we keep in such close touch with wo- 
men, women’s clubs and the like, and because we make 
a point of inviting brides and brides-to-be to come to our 
store for tours of inspection.” 

Mrs. Estberg states that often women will come to the 
store and say that they desire to purchase a piece or two 
of quality china and glassware for a friend who will soon 
be a bride. Quality china and glassware is carried in 
open stock at this store, which makes such procedure pos- 
sible. 

A card is then made out, says Mrs. Estberg, giving the 
name of the bride, the name of the purchaser of the first 
pieces of the set and just what they are. This card is 
turned face downward on the table. Then when other 
friends of the bride come in, Mrs. Estberg can make sug- 
gestions and say that the bride has already gotten a certain 
set started and that a friend has purchased two pieces 
already. The second friend will almost always agree to 
purchase a few more pieces, and thus a complete set will 
soon be built up. There is no chance of duplicating be- 
cause each piece purchased is recorded and this list can 
he consulted by the sales clerk. 

“This idea has worked out very well,” says Mrs. Est- 

erg, “and has resulted in many brides getting a much 
better quality china and: glassware than if no plan had 
been used. One bride will tell her friends about how her 
set was built up for her, and thus the good news has 
spread through Waukesha and vicinity. Many, many sets 













Mrs. Florence C. Estberg, Waukesha, Wis., jeweler. 


are built up in this manner now, and we encourage it, for 
it enables us to increase our volume on quality goods. 

Suppose, for example, that a bride gets only eight plates 
at a shower, declares Mrs. Estberg. Later, this bride 
can buy extra plates from the Estberg open stock when- 
ever she wishes. 

Then again, many brides who do not get china and 
glassware at showers come to the Estberg shop and 
remark that they wish they could afford fine china. Mrs. 
Estberg suggests that they buy several pieces now and 
add others when they can afford them. Many sales of 
quality china and glassware are made in this manner. 

Mrs. Estberg believes in giving customers the best 
possible service she can. She says that “nothing is too 
much trouble to do for a customer.” This includes match- 
ing china or getting some item which the firm may not 
carry at the moment. 

This enterprising woman, too, makes trips to nearby 
cities such as Milwaukee and Chicago to observe what 
other china and glass stores are doing in the way of dis- 
play and merchandising. ‘Too, she reads several trade 
magazines and gleans the best ideas from their pages. 

“We advertise our china and glass department and gift 
galleries by means of signs on our first floor and in our 
windows,” says Mrs. Estberg. ‘Customers do not mind 
the fact that they must be taken upstairs to the third 
floor by elevators, because’ here they find a large well- 
stocked department where they can browse about at will, 
with sales clerks nearby to wait on them when they so 
desire.” 

Mrs. Estberg has divided the third floor into two sec- 
tions. One contains a very extensive showing of fine 
china and glassware while the other is devoted to the dis- 
play of gifts. Both sections are doing a thriving business 
this year, Mrs. Estberg reports. Customers for one are 
often custmers for the other section. 

“We try to wrap every package that leaves our store 
as artistically as possible,” says Mrs. Estberg. “This helps 
tremendously in impressing and pleasing customers, be- 
cause they know it takes time to do up packages like that.” 
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Sheffield Plate 


(From page 127) 


the major production, and these were scattered, but the 
advent of electroplating brought “old” Sheffield to an 
end as completely as though cut by a knife or stopped by 
law. In the century that has elapsed between then and 
the present day, the majority of “old” Sheffield has dis- 
appeared and it is this fact that makes it so valuable to 
the collector, for it cannot be replaced. Doubtless quite 
a quantity is in the possession of private families, especially 
old English families, many of whom may be quite unaware 
that the candelabra, entree or other dishes, salvers, wine 
coolers, tea trays and other articles they have in daily use 
are today unique of their kind and of ever-increasing value. 
It is these pieces that come into the market and the trade 
and collectors vie with each other to possess. The trader, 
naturally, knows his “old” Sheffield, and since he is in 
trade to sell his wares, collectors are perhaps better ad- 
vised to rely upon an honest trader than risk their own 
judgment. 

As with silver, so with “old” Sheffield, there is a beauty 
about it that is all its own, a beauty quite apart from the 
question of value, a beauty that is hardly describable, a 
something, an atmosphere, but there it is and as recogniz- 
able to the initiated as an old master to the connoisseur. 

Granted that the main objective of a collector is the 
desire of possession, there is in all of us that of the old 
Adam which makes possession doubly desirable when there 
is the certain knowledge that value is not only permanent, 
but ever-increasing because the article cannot be replaced. 
Perhaps ‘“‘cannot” is too strong a word but most certainly 
to reproduce quite a number of the old Sheffield patterns 
would entail a cost far, far greater than practical com- 
mercialism could consider, and even so, it is doubtful 
whether the method of fusion of the metals could be 
carried out today, so the statement “cannot be replaced” 
is true in fact if not in theory and, therefore, the value 
of “old’’ Sheffield must increase as it becomes scarcer, but 
I reiterate, it must be “old” Sheffield, that little word 
so full of meaning to the initiated, among whom I hope 
you, my readers, may now be included. 





Arrangement of Gift Merchandise 


RE you going to fix up your gift department, and if 
so, how are you going to do it? What is your 
program? When it is completed will your new depart- 
ment be really modern in the sense that not only its ap- 
pearance but also the presentation of your merchandise 
will be in keeping with the latest sound selling ideas? 
Or will it merely be a nice new-looking department as 
a result of a fresh coat of paint or, perhaps, a few new 
tables and some other changes here and there. 

When your gift department is all finished it may pre- 
sent a very beautiful picture of which you may be proud. 
But certain fundamentals must be considered. The first 
is a logical, natural breakdown of gift merchandise into 
related groups so that customers can readily locate the 
type of thing in which they are interested. Then comes 
the orderly arrangement of each of the items so that a 
customer does not have to waste too much time in finding 
what she may want during the coming rush season. 
Every item should be properly tagged with a neat price 

(Please turn to page 133) 
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SPODE’S ROSE BRIAR 


Illustrating Spode’s Rose Briar 
on the Chelsea Wicker Shape 


The decoration is very interesting 
for a running rose style and is the 
work of one of the early Spode 
artists. Chelsea Wicker as a shape 
is very interesting, the fluting and 
basket wicker embossment adding 
much life to the decoration. This 
is painted under the glaze in rich 
enamels of Yellow, Rose, Green, 


and Purple. Full stock carried in 
New York. 


Send for samples and prices. 


COPELAND & THOMPSON, INC. 
206 Fifth Avenue, New York City 














At the Chicago and New York Gift Shows the 
leading Retail Jewelers from all over the coun- 
try again endorsed the 


ARMOUR HAND FORGED ALUMINUM 


by buying in increased volume 





Examples of a few of our 
leading numbers 


A. STANLEY BRUSSEL 
225 FIFTH AVE., NEW YORK, N. Y. 


Descriptive price list on request 















A SMOKING COMPANION 
for EVERY OCCASION for EVERYBODY 


Models of Distinction made of heavy gauge copper and 
solid walnuts. 

Price range from $.50 to $25.00 retail. 

Catalogue mailed on request. 


SHOWROOMS 





NEW YORK CITY 225 Sth Ave. 
CHICAGO Norton-Bolender, Inc. 1544 Merchandise Mart 
LOS ANGELES Dillon-Wells, Inc. 760 West 7th St. 


McDonald Products Corp. Buffalo, N. Y. 























INSURE LARGE RADIO PROFITS 
WITH THE NEW 1937 


FAMOUS SINCE BROADCASTING BEGAN 


ONE OF 
OUR MANY 
OUTSTANDING 
VALUES — 


LIST PRICE 


$17 2 


@ Model 50—Powerful 5 Tube Set @ Width 12”, height 8”, depth 7” 

@ 542”, 4 color, illuminated Aire @ Natural Tone Dynamic Speaker 
plane Dial @ Works on either AC or DC current 

@ Handsome Rubbed Walnut finish @ Self-contained aerial; no ground 
2 tone Cabinet needed 


AN EXCEPTIONAL VALUE FOR QUICK, PROFITABLE SALES 
This model also available with extra band 


for shortwave, police and amateur calls 
—List Price $18.95 


Other FREED-EISEMANN models are priced from $12.50 to $49.95 


DISTRIBUTORS AND DEALERS — Write for 
catalog and wholesale prices on complete line. 


FREED MANUFACTURING CO., INC. 
44 West 18th Street New York, N. Y. 




















THE JEWELERS 
~ ¢ BUYERS 
¢ DIRECTORY 


Concise and complete—it is a compilation 
of the names and addresses of the manufac- 
turers, wholesalers and importers in the 
jewelry and allied industries. 


The classified listings are arranged alpha- 
betically and geographically, grouping the 
sources of the various lines carried and ser- 
vices used in the retail jewelry store. 


A QUICK AND READY 
REFERENCE 


Order Your Copy Now While the 
Supply Lasts 





PRICE—$1.00 TO SUBSCRIBERS, 50c. 
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Arrangement of Gift Merchandise 
(From page 131) 


tag. This will save a lot of time for both your customers 
and yourself. 

Your floor merchandise is really a “living catalog.” 
Isn’t it all the more important, therefore, that its con- 
tents be presented as simply as possible and as intelligently. 

The first point referred to concerns the division of 
merchandise into groups of related items. This has been 
accomplished by the creation of individual shops—the 
Bridge Shop, the Metal Shop, the Stationery Shop, ete. 
Introduced only a few years ago, the soundness of the 
idea is proved by the extent to which it has been adopted 
and the success with which it has met. The shop idea 
says to the customer, in effect, “Here is everything you 
need for bridge” .. . etc. And customers like that kind 
of help. 





A New Porcelain 
By R. H. LESLIE 


NEW type of porcelain, its surface done by “hot 
frost,” was announced on July 24th at the color 
conference at Massachusetts Institute of Technology. 

The “hot frost” is real. It is metallic, formed when 
metals “freeze”? at temperatures around 2,000 degrees 
Fahrenheit. The metallic frost has all the patterns of 
frost on the window pane and all the colors of the rain- 
bow. It is lustrous and its surface smooth. Unlike the 
frost on Winter windows, the metallic kind can grow 
crystals of any size. It resembles pictures of flowers 
painted in metal. 

The new product was developed at the institute in the 
laboratory of Professor F. H. Norton, who described it 
to the conference. It grew out of methods of con- 
trolling with precision one of the four standard processes 
of making cermic colors. 

This old process produces color by formation of cry- 
stals just underneath the surface glaze. The substances 
which make the crystals, Professor Norton explained, 
may not in themselves possess any color. The shape of 
the crystals and the materials forming them combine to 
absorb part of the light, leaving the rest to the rays to 
be reflected as brilliant color. He exhibited a new porce- 
lain with a glittering blue “frost,” some of whose flower- 
like “petals” were three inches in diameter. 

This porcelain was made by heating the ceramic ma- 
terial to about 2,500 degrees Fahrenheit. It contained 
zinc, which combined with some unknown substance, 
probably a silicate, to form “frost” crystals as the tem- 
perature of the molten mixture dropped to its “freezing,” 
or solidifying, point. In the mixture also was a little 
of the metal cobalt, which gave the crystals their blue, 
These and other colors can be made by temperature 
control. 

It required five or six hours at the “hot frost” tem- 
perature to produce crystals three inches in diameter. 
There is no apparent limit to the sizes which they will 
grow if held at the right temperature. These metallic 
frost crystals are virtually two-dimensional. They are 
so thin their thickness is not apparent to the eye. 

This new porcelain will probably be manufactured 
next year by some leading firm, and further details will 
be printed in these columns in a later issue. 
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COVERED WAGON DAYS 


THOSE GOOD OLD DAYS ARE GONE 
BUT NOT FORGOTTEN 








REMINISCENT OF THE EARLY PIONEERING DAYS WE 
OFFER THIS BEAUTIFUL NEW DESK SET WITH A HIGH 
GRADE GUARANTEED DESK PEN—I4 KT. GOLD POINT 


J-200 Statuary Bronze Base—Old Ivory Figure 
J-201 Gold and Ivory Base—Old Ivory Figure 
J-202 Brushed Brass Base—Antique Bronze Figure 
J-203 Black Base—Pearl Figure 


WRITE FOR PRICES AND CATALOG 


DuKAY NEW HAVEN, CONN. 








THE THRILL OF A LIFETIME 


To 
Retail 





In the Orient divers seek on the ocean bottom the 
oyster within whose shells are found the lovely and 
precious pearls. 

Now we have brought this oyster to you preserved 
in a can that may be opened by you at your will 
anywhere—any time—thereby getting the thrill of 
a lifetime in finding the pearl therein. 


Every package guaranteed to contain a cultured 
pearl suitable for mounting into jewelry. All oysters 
opened have contained pearls from five to twenty 
grains each. You will also receive many orders for 


setting these pearls in mountings. 
Be one of the first to sell this most educational 


novelty. 
WRITE FOR OUR THRILL PAGE 


STEPHEN VARNI COMPANY 
580 FIFTH AVENUE, NEW YORK CITY 


DISTRIBUTORS 
UNUSUAL GEMS AGENTS WANTED 
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Antique Silver 


Old Sheffield Plate 
and 


Reprodactions 










Our new plan will interest you be- 
cause it costs so little to start, and 
with no losses to meet. 








Let us show you how bigger profits 
can be made in the Antique Silver 
Line. It is not guess work, but 
actual facts where a department 
of this kind can increase your busi- 
ness. Our Plan Tells You How. 












































George Il 
SILVER KETTLE, STAND and LAMP 
London 1752 
By D. Archambro and S. Muene 


See Our Exhibit 
at the 
BOSTON GIFT SHOW 


Hotel Statler 
SEPT. 14 to 18 


Room 515 


N. BLOOM & SON, Ltd. 


42-44 W. 48th St., New York 
15. Norton, Folgate, London 






































Fine Glassware Becomes In- 
creasingly Important 
RYSTAL GLASS PLATES can- 


dlesticks and vases have been used 
for many years, but today fine glass- 
ware is of many varieties and assured 
an importance never known before. 
Entire dinner services from place 
plates to finger bowls are now seen 
on the tables of the most exacting 
hostesses. Lamps of glass make some 
of our most charming modern decora- 
tive pieces and lovely table glassware 
has become a charming necessity to 
the modern home. 

No splendidly appointed dinner 
table with its china and silver can be 
complete without the hard glint of 
etched rock crystal. Glass service 
plates, salad plates, candlesticks as 
well as goblets and wine glasses grace 
the smart dinner table. 

A beautiful crystal dinner service is 
decorated with wide silver bands and 
silver crest or monogram. Another 
dinner service in glass depends on the 
clear loveliness of the hand cut ma- 
terial for its charm; another is attrac- 
tive for its enchanting color. 

Glass making was the first industry 
of the American colonists who, a short 
time after building their stockades, 
their homes, schools and churches, 
erected in the woods about a mile, 
from the town of Jamestown, .a fac- 
tory to make glass. In 1621 the Lon- 
don company brought four Italian 
glass workers, their wives, children 
and servants to Virginia, where a 
glass plant had been built. The chief 
product of this early establishment 
was glass beads used in trafic with 
the Indians who exchanged land and 
valuable fur pelts for the gay baubles. 

No glass plant lasted very long in 
the new country—the foreign work- 
men became discontented and _ the 
proper materials were difficult to ob- 
tain—until, in 1739, glass making 
began in earnest when Caspar Wistar 
brought from Rotterdam four expert 
glass workers to teach him and his 
son the making of glass. 

In 1750 twenty - one - year - old 
“Baron” Stiegel landed in Philadel- 
phia with a great ambition to found 
a glass factory. He had learned the 
craft in Cologne where he established 
his factory at Mannheim where it 
prospered in a short time. 

Another important early American 
(Please turn to page 135) 
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ENTRUST 


Your Pearls to Schicksnaps 


Whether They Be Simulated, 
Cultured or Oriental 


Diamond Clasps $2.25 to $110.00 Each 


HARRY C. SCHICK, Inc. 


Newark, N. J. 














Quality 
Tells 


The Recent Gifts 
Shows Prove.beth 
Weissman's Right 
to Leadership in 
the Field 


Buyers for leading 
jewelry stores every- 
where, favored the 
- beth Weissman col- 
lection of jewel-like 
Gifts and Lamps. 
Their generous or- 
ders are substantial 
proof of the high 
appreciation and 
confidence they have 
in .beth Weissman's 
creations, 














. BETH WEISSMAN 


IMPORTATIONS 
49 WEST 23rd St., N. Y. 
Permanent Showrooms 


Chicago—Merchandise Mart 
Los Angeles—Cooper Building 
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Iatin- Glo Aluminum 
py West Bend 


—giftware in the new, 
sensational dull finish 


Satin-Glo is a rich, semi-dull finish — so dif- 
ferent that it makes aluminum a new, aristo- 
cratic metal, at prices the general public can 
afford to pay. Never before have you had such 
distinctive merchandise to sell at such low 
prices. The modern design and wide variety 
of the more than 50 items give them powerful 
customer appeal. Here is your opportunity 
for quick turnover at a substantial profit. 








#& No. G5320 Satin-Glo Aluminum 
Dealer's net cost — $1.20 





*% No. 410 Satin-Glo Aluminum Beverage Set 
Dealer's net cost — $3. 





%& No, G5265 Satin-Glo Aluminum Cocktail Shaker 
Dealer’s net cost — $1.70 


All prices F. O. B. 


WEST BEND West Bend, Wisconsin 


ALUMINUM CO, 

Write for giftware catalog including 
more than 50 Satin-Glo items to 
build volume. 


WEST BEND ALUMINUM CO, 


Dept. 779 West Bend, Wisconsin 





GIFT WARE 
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Fine Glassware 
(From page 134) 


glass house was the Sanwich factory 
credited with the making of the first 
modern pressed glass. Vases, cup 
plates, door knobs, perfume bottles, 
lamps and candlesticks were made in 
every conceivable design. 

Glass making is as old as history 
itself. The Egyptians were familiar 
with the craft and understood how 
to melt, carve and color glass. In 
Rome glass making at one time ri- 
valed the art of the silver and gold- 
smith. In the Celtic tombs necklaces 
of glass, urns, vases, cups and other 
glass ornaments have been found. 

Centuries ago in China, Japan, 
Arabia, India, Persia and Egypt the 
secrets of glass making were known 
and praised. Many pieces of century- 
old Oriental glass have been preserved 
uninjured through the years. 

No one knows how the glass in- 
dustry reached Venice where it 
reached its fragile perfection. May- 
hap enterprising merchants who 
traded with the East during the Dark 
Ages brought the secrets of the craft 
to Venice; mayhap the workmen of 
Rome when that city was sacked, 
found refuge in Venice and kept their 
art alive. 

In the seventeenth century an ex- 
quisite glass produced in Bohemia 
was first offered to the world. Many 
modern manufacturers reproduce the 
marvelous designs in high relief and 
intaglio originated on the slopes of 
the Riesengebirge. Bohemia glass 
of many kinds is used to a great extent 
in this country at the present time. 

Some very beautiful creations in 
glassware come from Holland and 
Sweden where artistic ability has 
created lovely pieces that are marvel- 
ous to look at. 

America, not to be outdone in any- 
thing akin to the modern, has imitated 
the glass of modern France, and has 
produced some charming examples of 
the new art wares in original designs. 
In table glass wares the United States 
is a prosperous manufacturer. 


Members of the Albany, N. Y., Jewel- 
ers’ Association followed their elaborate 
float in the business-civic parade, on July 
21, held in celebration of the 250th anni- 
versary of the chartering of Albany as 
a city. The float, built at a cost of $450, 
was awarded a certificate of merit for 
beauty. Samuel Adels, of Adels-Loeb, 
Inc., was chairman of the float committee. 
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CredDlT 
rORM 


We SPecialize in Producing 
4, forms and advertising 
ideas for CREDIT JEWELERS 


If you are Now e 
credit selling, or 
; i 

emplating entering the 
credit field we will gladly 


s 

end YOu samples FREE and 
Abaileltt? Obligation 
Part. 


"9aged in 


On your 


Here are a few of the 


items We produce: 


* INSTALLMENT 
CONTRACTS 


* LEDCER SHEETS 
* ACCOUNT BOOKS 
* ACCOUNT CARDS 
* COLLECTOR S CARDS 


* DISCOUNT CHECKS 





* DISCOUNT BoNDs 


* CERTIFICATES of 
GOOD crRepiT 


All of the above items 
are now in us 
Credit+ Jewelers and 


their utili 
ity has 
Proven. been 


e by many 


Shall we send 
yOu samples __ . They're 
YOurs for the asking 


Ee 


_ — 


ae fi 


——* 


wename'e | C in 


















NOT $0 NUTTY after all—these squirrels! You never saw a squirrel try to ward off 


winter by sitting on his haunches and solemnly predicting the return of summer. There is a time 
for everything . . . . a time for storing nuts .... and a time for eating them. A time for getting business .. . . 
and a time for preparing to get business. RIGHT NOW —is our time for getting it . . . . and the time for the 
thousands of Ball Customers to prepare to get it. The Holiday Season will soon be upon us again with its 


impetus to sales this year just as it always has, and the wise Retailer will prepare for it NOW. 


THE BARLL COMPARY © CHICAGO 


WHOLESALE JEWELERS @© GARLAND BUILDING @e 58 EAST WASHINGTON STREET 
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Jewelry Sales Up 22 to 44 Per Cent 





Recovery from Depths of 1933 Revealed in Business Census; 
Employment and Pay‘Rolls Also Are Higher 


WaAsHINGTON, D. C. — Retail jewelry 
sales in the States of Washington, Mon- 
tana and Maine in 1935 totaled $3,439,- 
000, $896,000 and $1,366,000 respectively, 
increases of 44, 43 and 22 per cent over 
the sales of 1933, it has been announced 
by William L. Austin, director of the 
Bureau of the Census, as part of the cur- 
rent census of business. 

Figures collected by the Bureau of the 
Census for Washington show that in 1935 
there were 233 jewelry stores. Their 
total sales are given at $3,439,000, which 
is a gain of 44 per cent over 1933. In 
these stores, the Bureau states, 210 persons 
were active proprietors and firm mem- 
bers. There were 336 persons full time 
and part time, the average for the year 
employed by these stores. 

The total payroll of these stores is 
given at $513,000 which does not include 
compensation for proprietors and firm 
members of unincorporated businesses. 
The full time employees received $449,000 
of this amount and the part time only 
$14,000. 

This had been the picture in the State 
of Washington in 1933: 251 jewelry 
stores, 18 more than were counted in 
1935, reported sales of $2,380,000, had an 
average of 242 full-time employees, and 
paid them and other part-time employees 
a payroll of $386,000. 

And this was the glowing picture of ’29, 
a banner year for jewelry sales, as re- 
corded in ledgers of Washington jewel- 
ers: 351 stores aggregated sales of $38,- 
176,000, employed 546 full-time persons, 
and paid $1,009,000 to these and part- 
time workers. 

Thus, Washington jewelers’ sales in 
1935 were equivalent to 42 per cent of 
sales in 1929. In 1933 the showing was 
29 per cent of 1929. 

Increases over 1933 in the average 
number of employees and in the payroll 
were 38 and 32 per cent respectively. 

In Montana 76 jewelry stores were in 
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business in 1935. Sales in 1933 totaled 
$625,000 in 89 stores. The 43 per cent 
increase in sales compares with a 65 per 
cent decrease in sales which occurred be- 
tween 1929 and 1933. The average num- 














Census of business statistics for 1935, 
now being released in preliminary reports 
for states, will not only supply a definite 
measure of the recovery attained in the 
field of retail business, but will also in- 
dicate significant trends which have oc- 
curred in merchandise operations and in 
the buying habits of consumers, Col. 
Clarence O. Sherrill, president, American 
Retail Federation, declared in comment- 
ing on the report for the State of Wash- 
ington, the first to be released. 

Both the sales volume and the tonnage 


Retail Jewelry Sales 
in State of Washington 
1929 - 1933 - 1935 


























As 7390000 





























Figuratively “packaged” as above, Washington jewelry sales in 1935 climbed 44 per cent 
above 1933, partly offsetting a 71 per cent drop from 1929 to 1933. 


ber of employees increased from 68 to 
101 in the two-year period, and at the 
same time total payroll increased from 
$103,000 to $120,000. 

The 1935 total of $1,366,000 in 120 
stores of Maine compares with $1,120,000 
in 147 stores in 1933. The 22 per cent 
increase in sales partly offsets a 54 per 
cent decrease between 1929 and 1933. The 
average number of employees increased 
from 128 to 156, and payrolls increased 
from $164,000 to $139,000. 
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of goods sold clearly indicate that retail 
business has made a remarkable recovery 
in the last two years, he said. Total sales 
in the State of Washington, for example, 
dropped 52 per cent between 1929 and 
1933, but increased 42 per cent between 
1933 and 1935, attaining a 70 per cent 
recovery of the volume for 1929. When 
the influence of lower price levels is con- 
sidered, he continued, the recovery be- 
comes even more significant. 

















































Jewelry Sales Score 21% Pick-Up 
in Mid-Western Area 


Retail sales of 100 independent retail 
jewelry stores in eight Mid-Western 
states reporting to the Department of 
Commerce showed an increase of 21 per 
cent in dollar volume for June, 1936, as 
compared with the same month of 1935, 
according to preliminary estimates of the 
Bureau of Foreign and Domestic Com- 
merce. 

Without adjustment either for the num- 
ber of working days or for seasonal in- 
fluences, June sales were more than 20 
per cent higher than in May. Of the firms 
reporting for June, 83 reported increases 
over June, 1935, and 17 showed declines. 
In Arkansas, Iowa, Kansas, Missouri and 
Nebraska, jewelry stores reported im- 
provement of 23.9 per cent in sales— 
nearly twice the improvement registered 
by 1476 firms in 22 kinds of business cov- 
ered in the analysis; while Illinois jewel- 
ers gained 15.6 in sales, a larger gain 
than was showed by 964 stores in 22 kinds 
of businesses, which was 14.1. On the 
other hand, jewelry gains in Ohio and 
Wisconsin, while substantial, lagged a 
trifle behind general retail improvement. 

In Wisconsin all but four of the kinds 
of businesses showed decreases from May 
to June, but jewelry sales increased 37 
per cent. 

Detailed figures are presented in the 
following chart: 





per cent and payrolls decreased 14.1 per 
cent there was a slight increase of .6, in 
the average hourly earnings in the silver- 
ware and plated ware industry. These 
were 57.8 cents per hour. The average 
weekly earnings in this trade was $21.39, 
down 2.7 per cent. Average hours 
worked dropped 3.8 per cent to 36.8 hours. 





Chronometers Shown at Planetarium 
Accompanying Lecture Series 


A lecture by Prof. William H. Barton, 
Jr., associate curator of astronomy at 
the American Museum of Natural His- 
tory, New York, on the night of Aug. 
27 marked the opening of an exhibition 
of chronometers and chronographs to con- 
tinue at the Hayden Planetarium through 
September in connection with a series of 
lectures on “Time and the Stars.” 

The exhibition includes a special watch 
made by Longines for Col. Charles H. 
Lindbergh and other aviators, a new 
chronograph with independent stop and 
start arrangement for determining Green- 
wich hour angle of the sun for any equa- 
tion of time, besides a number of Longines 
and Wittnauer time-keeping instruments 
which have been used in history-making 
flights and expeditions. The instruments 
were used by Commander Byrd in his 
South Pole expeditions, the Graf Zeppelin 
in its round-the-world flight, Sir Hubert 








“Boucheron showed handsome jewels 
in three collections; Van Cleef in two. 
The coronation of the King of England 
is influencing fashion. Bag tops are 
jeweled. Fashion favors wearing of 
jewelry every hour of the day.” 





British Socialites Go in for Pearls 
Says William Elder Marcus 


“With the passing from the state of 
mourning for the late King George and 
the coronation of King Edward in the 
offing, I learned from the better retailers 
in London that pearls are decidedly in 
greater demand there,” William Elder 
Marcus, president of Marcus & Co., 671 
Fifth Ave., said upon his recent return 
after an extended visit in England. 

“During July, a month of great social 
activity in London, pearls were much in 
evidence, both day and night. King 
Edward has set a precedent with his out- 
door fetes, which require entirely differ- 
ent clothes and jewelry than the more 
formal evening functions. For these oc- 
casions pearls are both becoming and 
suitable. Wholesalers have also told me 
of increased trade in pearls and the effect 
of this should be strongly felt here this 
Fali, where pearls have been increasingly 
popular the past two years, especially in 
1936.” 





Sales reported 








Num- . 
ber of Percentage change Thousands of dollars 
firms From From 
report- June May June June May 
: State ing 1936 1936 1935 1936 
Illinois pn biesibis sees cipiveciece ces 30 +15.6 +3.1 186.9 161.7 181.2 
Oe) eee oe ’ 15 +9.5 —3.9 100.6 91.9 104.7 
Ohio pas Sees 0 vice e et v0 cece 23 +27.4 +46.8 219.6 172.4 149.6 
yr. Sa os ce oben k 21 +14.9 +36.7 76.4 66.5 55.9 
Arkansas, Iowa, : 
Kansas, Missouri, 
RE IG od tnx -c,5-.0'6.6:0 6 00.00 0.0 26 +23.9 +7.8 134.6 108.6 - 124.9 
A oa 100 +21.3 +20.7 617.5 509.2 511.6 


Number of firms reporting change in sales 
From June, 1935 From May, 1936 


Less Less 
In- De- than In- De- than 
crease crease 1% ch. crease crease 1% ch. 

24 6 0 23 7 0 
11 a 0 11 4 0 
21 2 0 20 3 0 
17 4 0 19 1 1 
21 5 0 15 11 0 
83 17 0 77 21 1 





Clock, Watch and Jewelry Pay Rolls 
Higher Than Year Ago 


Wasuincton, D. C.— Employment in 
May, 1936, rose 13.5 per cent over the 
same month of the preceding year in the 
clock, watch and time-recording instru- 
ment industry; rose 3 per cent in the 
jewelry industry, and dropped 11.9 per 
cent in the silverware and plated ware 
industry, according to the Department of 
Labor. 

Payrolls accordingly rose 23.4 per cent 
in clocks and watches; 6.1 per cent in 
jewelry, but dropped 14.1 per cent in 
silverware and plated ware. 

Average weekly earning in clocks and 
watches was $20.36, an increase of 8.7 
per cent over May, 1935. Average hours 
worked in this industry were 39.6, an 
increase of 4.9 per cent. The average 
hourly earnings were 51.5 cents, an in- 
crease of 3.3 per cent over a year ago. 

Average weekly earnings in jewelry 
went up 2.9 per cent to $21.03, but the 
average hourly earnings dropped 1.6 
per cent to 56.3 cents per hour. Average 
hours worked rose 6.5 per cent to 36.5 
hours. 

Although employment was down 11.9 





Wilkins in his northern submarine cruise, 
and Howard Hughes. 





Pearls Popular for Daytime Wear 
in Paris and London 


Paris—Jewelry is very important in 
London and Paris, finds June Hamilton 
Rhodes, whose Fifth Avenue, New York, 
organization is agent for the Jewelers’ 
Publicity Committee. “Pearl necklaces and 
earrings are popular for daytime wear, 
as are diamond clips, pendant and ring 
earrings and many kinds of gold brace- 
lets. 

“Schiaparelli showed a huge diamond 
rose with leaves of three shades of gold, 
encrusted with emeralds, and a massive 
bracelet of the same treatment, except for 
the addition of quantities of pearls. She 
wore the diamond rose in the lapel of a 
tweed suit. 

“Diamond olive wreath tiaras of the 
Empire period and other diamond hair 
ornaments are in vogue. Ladies are wear- 
ing many diamond bracelets. Rich lames, 
velvets, broadcloths, ottomans, failles 
and handsome heavy satins scream for 
jewels. Evening necklines are sym- 
pathetic. 
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Jewelers’ Boat Explodes 


CLEVELAND, O.—Rudolph Deutsch, re- 
tail jeweler, head of the Rudolph Deutsch 
Co., 1268 Euclid Ave., and five compan- 
ions on a lake cruise, narrowly escaped 
with their lives, when their 46-foot craft 
exploded five miles out of the harbor, re- 
cently. The boat took fire and the plea- 
sure-seekers were forced to take to a life 
boat which capsized. They were rescued 
by Coast Guards who spied the burning 
craft. 





A reward of $500 has been offered for 
the recovery and return of three pieces 
of jewelry valued at $77,550, which were 
stolen on July 21 during a fashion show 
in a Hollywood fur shop. The theft was 
made from an exhibit valued at $500,000. 
Furs and jewels valued at nearly $1,000,- 
000 were housed in a vault in the same 
store. The jewelry, owned by William 
Seymour, 3275 Wilshire Ave., Los Ange- 
les, were a cabachon emerald and dia- 
mond and platinum single clip and pen- 
dant combination which included an 
emerald weighing 193.50 cts., and a clip 
pin containing one star sapphire weigh- 
ing 45.94 cts. 
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ge jewelry customer 
walks down the street. He wants 
a ring, or a watch or a diamond. He’s 
going to buy. He sees your store. 
And in a split second, he decides 
whether he’ll come in and patronize 
you, or seek further for a more invit- 
ing store. 

Your store front makes the differ- 
ence. If it’s modern, attractive, in- 
viting, you'll probably get the decision. 
If it’s a little old-fashioned, down-at- 
the-heels, the chances are, your com- 
petitor makes the sale. Such split 


second decisions are not the exception 
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plit Seconds 


decide who gets the business... 
YOUR STORE OR YOUR COMPETITOR'S 


BACK E 


CHARGE ACCOUNT JEV 


Backers Jewelry Store in Akron, Ohio, as 
it looked before and after being remodeled 
with a new Pittco Store Front. Remodel 
your store with a Pittco Front . . . and 
give it the appeal that wins split second 
decisions from prospective customers. 


... they’re the rule. Your store’s 
exterior appearance gains or loses 
business for you every day. 

So be sure these split second choices 
swing your way. Remodel your store 
with a business-drawing Pittco Store 
Front. Our staff of store front ex- 
perts will gladly cooperate with you 
and your architect in planning a front 


Sage es 
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suitable to your needs and means. 


PITTSBURGH TIME PAYMENT PLAN 


Take up to 2 years to pay for your 
new Pittco Front. Merely pay 20% 
down, and then settle the balance in 
easy monthly installments at low 
F. H. A. rates. 


Pittsburgh Plate Glass Company, 
2317B Grant Bldg., Pittsburgh, Pa. 

Please send me, without obligation, your 
new book entitled ““How Modern Store Fronts 
Work Profit Magic.” 









eee ee eee meee tetera e ee IU se ee eeeree 


I am © am not ( interested in the Pitts- 
burgh Time Payment Plan. 











Smaller Sizes Lead Diamond Price Advance; 
De Beers, Consolidated to Pay Stock Arrears 


Lonpon, Enc.—The sales of diamonds 
from the European centers have improved 
so substantially the past 18 months and 
the diamond market outlook has become 
so encouraging that the two big diamond 
producing concerns—De Beers and Con- 
solidated Diamond Mines—will, the mar- 
ket thinks, get their preference stock ar- 
rears paid off within the next 18 months. 

Several factors are combining to in- 
fluence the diamond market for the better, 
For one thing, a lot of frightened money 
in Europe is going into diamonds, and 
United States diamond buyers are in- 
creasing their purchases. It will, of 
course, be some time yet before diamond 
sales reach the old pre-depression level. 
In a boom year world diamond sales 
easily reach a value of $95,000,000. Dia- 
mond sales in a normal trading year total 
in value from $60,000,000 to $70,000,000. 

The present state of the diamond mar- 
ket certainly justifies the hope that Con- 
solidated Diamonds will be able to pay 
off its accumulated preference dividend 
arrears within the next 18 months, and 
De Beers within the next 12 months. 

Diamond operators here say the market 
is in an extremely healthy position and 
that great activity has been reigning the 
past month at Amsterdam and Antwerp. 
Backes and Strauss, the diamond brokers 
of Holburn Viaduct, inform your corre- 
spondent that buyers from all over the 
world are freely paying the enhanced 
prices necessitated by the rise in wages 
and the firmness of the rough. Every 
article is showing a much firmer ten- 
dency but it is in the smaller sizes that 
the price advance is most marked, mélees 
and small brilliants being quite 5 to 7 
per cent dearer than two months ago. 

The improved sales and healthy posi- 
tion of the market generally is all the 
more marked in view of the disturbed 
political situation in Continental Europe, 
which normally would call for a cautious 
outlook on the part of operators and 
buyers. 





H. |. A. Examiners Issue Certificates 
to 13 Candidates 


WaAsHINGTON, D. C.—Certified and 
junior watchmaker certificates were 
awarded recent!y by the examining board 
of the Horological Institute of America 
as follows: 

Certified certificates to Merrill J. Fitz- 
john of J. Herbert Hall Co., Inc., Pasa- 
dena, Calif.; Charles D. Gilman of Kan- 
kakee, Ill.; Henry J. Morriss of Marcus 
& Co., Inc, New York; and Ray R. 
Mullins of Beckner’s, Johnson City, Tenn. 

Junior certificates to Millard DeVries 
of Grand Rapids, Mich.; Robert O. 
Erwin of Lewistown, Pa.; Sing H. Chang 
and Paul H. Seymour, Elgin College 
students, Elgin, Ill.; William H. Kline and 
Merle C. Long, Bowman School students, 
Lancaster, Pa., and M. D. Dooley, George 
R. Sourbrier, and Ervin G. Yoas, Bradley 
Institute students, Peoria, III. 

Junior watchmakers may exchange old 








certificates for new ones, now ready, by 
sending the former to R. E. Gould, sec- 
retary. No charge will be made for the 
new issue. 





Charles F. Kastenhuber 


Charles F. Kastenhuber, senior mem- 
ber of the firm of Kastenhuber & Lehr- 
feld, refiners, 24 John St., who began at 
15 a career in the jewelry trade which he 
pursued until the last week of his life, 
died Aug. 5, at his home, 135 Nassau 
Boulevard, Garden City, L. I. 

“Mr. K.,”’ as he was popularly known 
in the trade, was a man of high integrity 
and business principle, and was regarded 





The late C. F. Kastenhuber 


as a dean of Maiden Lane section jewel- 
ers. He was considered one of the best 
informed credit men in the trade. 

The partnership of the deceased with 
the late Adolph Lehrfeld was begun in 
the early ’90’s in a basement at 21 John 
Street. The firm continued at that ad- 
dress for 20 years, until its removal to 
the present location. Mr. Kastenhuber 
continued the business after the death of 
his original partner with a son, the late 
William Lehrfeld, and more recently with 
Hugo Lehrfeld. The business will be 
carried on without interruption by the 
latter under the same firm name. 

Mr. Kastenhuber was one of the oldest 
members of the 24 Karat Club. Fratern- 
ally he was affiliated with the Royal Ar- 
canum. The funeral was largely attend- 
ed by prominent personages of the 
jewelry trade. Employees of the firm 
served as pallbearers. 





Aaron Bergeda 


NASHVILLE, TENN.—Aaron Bergeda, 61, 
watchmaker, jeweler and in recent years 
general time inspector for all railroads 
serving Nashville, died at a Nashville 
hospital about midnight Aug. 13, follow- 
ing an operation. He had undergone an 
operation two weeks prior and was be- 
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lieved to be recovering when he developed 
peritonitis. A native of Austria-Hungary, 
he came at 17 to Nashville, where other 
members of his family were residing. He 
served on Nashville Board of Education, 
on the staff of Governor T. C. Rye, and 
as Chairman of the Democratic commit- 
tee of the county of Davidson for some 
time. He married in 1918, Miss Tonnett 
Blotsky, of Omaha, Neb., who survives. 
The funeral was conducted Aug. 16, by 
Rabbis Julius Mark and S. B. Yampol 
from the home of his sisters, 344 Twenty 
First Ave., North. 


Teachers for A.G.S. Study Groups 
Are Named for Ensuing Year 

Los ANGELES, CALIF.—Widely known 
minerologists. have been appointed edu- 
cational advisers for study groups of the 
American Gem Society which will under- 
take new supervised programs this month. 

Appointments for recently organized 
study groups follow: Dr. Chester Slawson, 
University of Michigan, for the Eastern 
Michigan and Northwestern Ohio Guild 
meeting at Ann Arbor; Dr. J. W. Gruner, 
University of Minnesota, for the Minnesota 
Guild, meeting at Minneapolis; Dr. R.-C. 
Emmons, University of Wisconsin, for the 
Wisconsin study group, meeting at Mad- 
ison, and Dr. David W. Trainer, Jr., 
Colgate University, for the Central New 
York Guild, meeting at Hamilton. 

The following advisers have been re- 
appointed for study groups which func- 
tioned last year: Dr. Edward Wiggles- 
worth, Boston Society of Natural History, 
for Boston Study Group; Prof. Otto C. 
Von Schlichten, University of Cineinnati, 
for Cincinnati Study Group; Dr. A. J. 
Walcott, Field Museum, for Metropolitan 
Chicago Chapter and Milwaukee Study 
Group; Dr. A. C. Hawkins, U. S. Soil 
Conservation Service, for New Jersey 
Study Group; Prof. Richard Barrett, Case 
School of Applied Science, for Northern 
Ohio Study Group, and Dr. William F. 
Foshag, Smithsonian Institution, for 
Washington, D. C., Study Group. 

Seeking 50 new registered jewelers in 
Wisconsin before Christmas, 1937, officers 
of the Wisconsin Gem Guild have made 
plans for the organization of a study 
group under the leadership of Ellsworth 
Miller of Green Bay, to meet alternnately 
at Appleton and Manitowoc. This will 
be in addition to the larger study group 
which will meet in Madison under the 
direction of Dr. Emmons. Information re- 
garding either of these groups may be 
obtained from Henry R. Bloedel, 200 E. 
Wisconsin St., Milwaukee, president of the 
Wisconsin Gem Guild. 





Waterbury Firm Expands 


Watersury, ConN.—Having purchased 
a three-story building at 117-121 Bank 
St. at a price reported between $75,000 
and $100,000, the jewelry business of 
Morris A. Green will remove there from 
73 Grand St., its present location. The 
Bank St. structure will be remodeled, 
with the first floor used for retail jewelry 
displays, the second for a gift department, 
and the third for repairing and manu- 
facturing, giving the concern one of the 
largest total areas of its kind in the state. 
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Letter to the Editor 











a 
Editor, JEWELERS’ CIRCULAR-KEYSTONE: 


I have just returned from a_ three 
weeks’ holiday and find in your August 
number, the interesting little editorial 
headed “Diamond Smuggling.” 

I doubt very much whether the average 
retail jeweler, even those in the larger 
cities, has any realization of the amount 
of diamonds and other jewelry and 
watches which are purchased in Europe, 
in the East, in Canada, Mexico, Cuba, et 
cetera, and brought into the United 
States without the payment of duty. 

Some years ago, an informant in a 
comparatively small city abroad, sent us 
information covering some 25 sales of 
valuable jewelry and watches to Ameri- 
can tourists, whose homes were in a 
dozen different States; and in nearly 
every one of these cases there was a re- 
covery of duty and in some cases, sub- 
stantial fines. 

Our association, as you know, is in very 
close touch with the government, and our 
informants are thoroughly protected, as 
we never give the names to the govern- 
ment officials. I assume that much of the 
reluctance of the average retail jeweler 
to give information, arises from a fear 
that somehow or other his customer may 
be able to trace the information back to 
him. 

This fear is groundless. As a matter of 
self-preservation, it would seem to me 
that every intelligent retailer who has 
reason to believe that jewelry or precious 
stones have been brought into the United 
States without the payment of duty by 
returning tourists, would hasten to place 
that information before our organization, 
in order that it might be transmitted to 
the proper government officials. 

I trust you will continue to take an 
interest in this phase of a very serious 
handicap of the American jeweler. 


MEYER D. ROTHSCHILD, 


President, American Jewelers’ Protective 
Assn., 17 W. 45th St., New York. 





Gets Gold Plated Railway Spike 


A gold plated railway spike recently 
was sent to W. C. Donnelly of Baltimore, 
Md., general supervisor of time ser- 
vice of the Baltimore & Ohio Railroad Co. 
and chairman of the National Railway 
Watch Inspection Committee, by R. J. 
Slagle of Houston, Tex., in celebration of 
Railroad Week. 

Mr. Slagle, vice-chairman of the na- 
tional committee and president of the 
Houston Watch Co., sent the spike “in 
recognition of Mr. Donnelly’s record as 
one of the leading watch inspectors of the 
nation,” he said. 





The jewelry and optical business of 
M. M. Munn & Co., Saranac Lake, N. Y., 
has been purchased by William G. 
Scheefer, who formerly had been a part- 
ner with Matthew M. Munn, and will be 
carried on under the firm name of the 
sole proprietor. 





PEERLESS 


Polishing and Dust Collector 
SUCTION POWER UNHEARD OF BEFORE 


PRICED SO LOW 


That NO Jeweler or Repair Shop can afford 


to be without its conveniences 





—and BEST OF ALL 













Built in 
Adjustable Lamp 


Scientifically 
Constructed Hoods 


IT PAYS FOR 
ITSELF! 


We Recommend 
Motor No. 39945 


IT OUGHT TO Fer cash Hood 
SELL FOR 
$200.00 IF 
ITS VALUE 
WERE BASED 
ON THE KIND 
OF JOB 


IT DOES! 


2 Convenient Lock- 
Stop Drawers 





Full Bag Easily 
Removed and Sent 
intact to Refiner. 
(New Bag 35e) 


PRICE +] 850 
oR 
$7.85 A MONTH 
FOR 10 MONTHS 


No. K40103 DUST COLLECTOR. Complete with motor for driv- 
ing suction fans, cord and plug. For 110 Volt, 60 Cycle, A.C. Ship- 


ping weight 200 Ibs. For use with your present polishing 
motor. (Motor illustrated, not included.) F.O.B. Chicago... $78.50 


No. K40104 DUST COLLECTOR. Complete with suction motor 
and also high grade % H.P., 3450 R.P.M. Polishing Motor, mounted on 
a base with a heavy duty switch. High grade thruout; fully enclosed 
and dust-proof, oversize cast-bronze bearings, large dust-proof oil 
wells. Powerful, dependable, easy running and noiseless. Right and 
left tapered spindles, or 1 taper spindle and 1 arbor with drill chuck. 
For 110 Volt, 60 Cycle, A.C. Shipping weight 240 lbs. $99 00 
Paice, P.O. GRD oo. cicvccccccowececeends¥ennaesann . 


$9.90 A MONTH FOR 10 MONTHS 
America's Foremost Watchmaker's and Jeweler's Supply House 











Entirely NEW Principle 
of Developing Suction 
Applied to Dust Collect- 
ing Outfits. 
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Ordinance, Upheld By High Courts, 
Curbs ‘Doorbell Ringers’ 


Green River, Wro.— Throughout 
America, for years, jewelers have joined 
with other merchants in opposing the 
“doorbell ringer’ menace and during the 
past year, fraudulent old gold buyers 
have been especially active. Good news, 
then, comes from this place, where an 
ordinance, making it a misdemeanor for 
anyone to enter private property for the 
purpose of selling or soliciting orders, un- 
invited, has been sustained by high courts. 

On the first test, the ordinance went to 
the United States Court of Appeals, which 
ruled the ordinance valid. Then a brush 
company had its salesman go house-to- 
house in Green River explaining that he 
could not, uninvited, solicit orders; how- 
ever, if the housewife would sign a 
written invitation he would give her a 
free brush. 

The District Court declared this illegal, 
a view in which the state Supreme Court 
has recently concurred. Handing down 
the decision, Justice Kimball declared: 

“The ordinance has a real and sub- 
stantial relation to the purpose of protect- 
ing occupants of homes from disturbance, 
and we think it is an authorized and rea- 
sonable exercise of the police powers of 
the state delegated to the town council. 
Insofar as it restricts the defendant’s ac- 
tivities in going uninvited to private resi- 
dences for business purposes, it does not 
deprive him of any right guaranteed to 
him by either the Fourteenth Amendment 
to the Federal Constitution or the invoked 
provisions of the state constitution.” 

The Court ruled specifically, on the 
device the salesman had used: “We 
should not give the ordinance a construc- 
tion that will permit solicitors to create 
the annoyance by entering homes for the 
purpose of soliciting orders, and then 
evade the penalty by showing that all 
they asked for in the beginning was an 
invitation to solicit orders.” 

Cheyenne, Wyo., and various other com- 
munities have adopted similar ordinances. 
In Cheyenne, the authorities interpret the 
measure to apply only to concerns which 
do not have a taxable stock of merchan- 
dise in the city. House-to-house soliciting 
by local concerns goes on as in the past. 


Watch Imports in June Off $58,000 
to Total of $392,316 


WASHINGTON, D. C.—Watch and watch 
movement imports, which in May were 
nearly $100,000 higher than in April, 
dropped $58,000 in June to the total of 
$392,316. 

Switzerland sent 142,369 watches worth 
$289,523, and France, only other country 
to send any number, shipped 732 watches. 
The former country also exported to the 
United States $56,744 in watch parts, and 
$125,217 in jewels for movements, mech- 
anisms, meters, etc. 

U. S. exports of clocks totaled $64,938, 
with Canada, the United Kingdom and 
the Union of South Africa as the best 
customers. The total for watches, watch 
parts and time-recording devices was 
$125,552. Japan was the best buyer of 
jeweled watches, receiving 1232 worth 








$9,595. The United Kingdom took 20,- 
100 and the Union of South Africa 8391 
watches without jewels. Canada paid 
$29,118 for parts of watches. 

United States exports of jewelry were 
listed at $166,003 in June. Tableware, 
sterling, silver-plated, gold and pewter, 


was exported to the aggregate value of ' 


$17,010. 

There was a total export of $4,711 in 
jewelry of precious metals or gems. The 
value of jewelry of other metals reached 
the figure of $138,201, with Canada, the 
United Kingdom, Mexico and Australia, 
the best buyers in the order named. 

The United Kingdom, Canada and 
Mexico took almost equal shares of 
jewelry of synthetic resin and other mate- 
rials. Canada was the best buyer for 
jewelry findings, parts and materials, of 
which the U. S. exports amounted to 
$4,747. 

Denmark supplied the United States 
with $13,501 of the total of $17,355 in 
sterling tableware. Silver-plated ware, in- 
cluding table, hollow and flat ware, 
totaled $41,912. 


Black, Starr & Frost-Gorham Has 
‘Magic Mirror’ Gem Display 

A novel window display device involv- 

ing a disappearing mirror had its first 

public demonstration recently at Black, 

Starr & Frost-Gorham, Inc., 594 Fifth 

Ave., New York. It was produced by 








Leon Theremin, the electrical genius who 
invented the musical instrument bearing 
his name, and is called the “Teletouch 
Magic Mirror.” 

The mirror faces the sidewalk and 
when a person comes within two feet of 
it the lower portion is converted be- 
witchingly into ordinary glass, illumi- 
nated from behind, and a display of 
jewels is disclosed. The jewelry remains 
in view while the observer stands near 
the window, but when he steps back or 
aside the “magic mirror’ reappears. 

The sight of someone causing the jewel- 
ry to materialize attracted many other 
Fifth Avenue shoppers so that there was 
usually a cluster of persons near the mir- 
ror, each intent on effecting the change 
himself. 

“Though effective at all hours, the 
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mechanism is most unique at night,” said 
Miss Virginia Dixon, display designer a 
the store. “It does not employ the ‘elec. 
tric eye,’ which involves the breaking of 
a light beam, but the principle of ‘body 
capacity,’ by which a sensitive and invisi- 
ble electric field, in front of the mirror, 
is activated when entered by a body of a 
given capacity, and sets off the apparatus 
governing the appearance and disappear- 
ance of the mirror.” 





Newport News Store Celebrates 
Birthday by Modernizing 


Newport News, VA.—Barclay & Sons, 
opening a modernized jewelry store here 
last month, celebrated coincidentally the 
40th anniversary of the start of busi- 
ness here and the 60th anniversary of 
the founding of this family enterprise. 

Charles Barclay, retired head of the 
firm, began business in the stirring days 
when the White Man was forcing the 
Sioux Indians out of the Black Hills of 
South Dakota. He first began in Central 
City, S. D., but moved after 10 years 
to Lead, S. D., and in 1896, the year 
Newport News was incorporated, he 
moved here. 

Others with interest in the store are 
Robert MclI. Barclay, George C. Barclay, 
J. Thomas Barclay, sons; Miss Sadie 
Barclay, a daughter, and Robert Lee 
Barclay, a grandson. George C. Bar- 
clay is a certified gemologist. 


The teletouch 
window intrigued 
Fifth Ave. shop- 
pers. The device 
was also used by 
S. Kind & Sons, 
Inc., Philadelphia. 


31 Albany Jewelers Organize 


ALBany, N. Y.—The Albany Jewelers’ 
association elected the following officers 
at a recent organization meeting with 31 
members attending: Samuel Adels, presi- 
dent; John J. Naughter, vice-president; 
and Henry J. Henzel, secretary-treasurer. 
Horace M. Seaman was named chairman 
of a committee to draft by-laws, other 
members being W. Reynolds Carr, Aaron 
P. Crounse, Frederick J. Biehler and J. 
Harold Doling. The organization will 
cooperate with the state and national as- 
sociations, particularly in the fight against 
catalogs and discount jewelers, which 
problems are of unusual importance to 
Albany jewelers because of widespread 
solicitation among the thousands of state 
workers in the capital. 
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J. R. Stone Denies Allegations of 
Federal Trade Commission 
WasHINGcTON, D. C.—J. R. Stone of 
Wheeling, W. Va., trading as the Na- 
tional Jewelry Co., has filed an answer 
with the Federal Trade Commission 
denying allegations by the Commission 
that he is trading as the Spanish Dia- 
mond Co. and the Chinese Ring Co. He 
stated that these two companies were 
discontinued at the time he signed a 
stipulation with the Commission in July, 
1933, and they have not been revived. 
In the complaint, Mr. Stone was 
charged with unfair competition in the 
sale of imitation diamonds and rings, 
which he also denied. He admitted, 
however, “that I did advertise the rings 
as ‘finished in 18 Kt., white gold,’ prior 
to April 30, 1936, at which time we 
became aware that the manufacturers 
had misrepresented them to us, and im- 
mediately upon receipt of this knowledge 
we ordered discontinued all advertising 
in magazines which contained the phrase 

‘finished in 18 Kt. white gold.’” 

He made a general denial of other 
allegations of the Commission relative 
to advertising. 





Jewelry Tax Repeal Is Celebrated 
At N.J.R.J.A. Outing 


The annual outing of the New Jersey 
Retail Jewelers Association, a double 
observance in that it was also the cele- 
bration of the removal of the excise 
tax, was held at Bon Air Lodge, Lake 
Hopatcong, N. J., Aug. 12, with about 
60 members and invited guests attending. 


It was considered a_ success, socially 
and financially, and received the sup- 
port of manufacturers and _ jobbers 
throughout the trade. 

Sports included swimming, _ tennis, 


quoits, golf, and motor boating. Bridge 
and poker were also enjoyed before 


dinner. Community singing was led by’ 


Max Menein and Bertrand Weber. At 
9.30 p. m. all boarded motorboats for 
a trip around the lake, returning later 
for dancing. 

The outing committee consisted of Max 
Menein, of Max Menein & Co., Pater- 
son, Chairman; H. Caplan, of R. A. 
Caplan & Son, Paterson, treasurer; Louis 
Haimann, Morristown; William Baird, 
of Kost & Baird, Inc., Jersey City; and 
L. C. Rad, West New York. Bertrand 
Weber, Ridgewood, president, and Jack 
Walsh, Nutley, secretary, assisted. 





Imports of Pearls, Rough Diamonds 
and Cut Colored Stones Rise 


WasuinctTon, D. C.—The United States 
imported nearly four times as muci 
rough diamonds during June as in May; 
17,021 carats as compared with 4485 
carats, according to the Department of 
Commerce. Total imports of jewelry dia- 
mounds were valued at $2,073,609, or $55,- 
733 more than in May. 

The value of uncut stones rose to $405,- 
970 but that of cut stones fell off slightly 
to the figure of $1,667,639. 

Belgium was by far the chief source 
for diamonds, furnishing a total value of 
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$1,470,535. The Netherlands 
diamonds invoiced at $475,358. 

There was a noteworthy rise in the 
imports of pearls and other stones for 
jewelry. The total for pearls was $57,- 
536, slightly above May. Of this amount 
France supplied a valuation of $37,909. 

Other precious and semi-precious stones, 
cut but not set, totaled $168,038, as com- 
pared with $151,393 for the previous 
month. The value of imitation, precious 
or semi-precious stones, except opaque, 
was $111,545, as compared with $98,185 
for May. 


supplied 





George W. Schwob 


George W. Schwob, 51, who for about 
25 years had engaged in the jewelry trade 


The late George W. Schwob 


with his father, the late Adolph Schwob, 
died Aug. 1, at his home, 128 W. 73rd St., 
New York, after a prolonged illness. He 
was a member of Adolph Schwob Sons, 
Inc., watch importers, 22 W. 48th St. 
He was affiliated with the Masonic order. 

His widow, Mrs. Catherine Schwob, 
and three brothers, Henri, Louis and 
Jules Schwob, all of New York, survive. 





Royal Favor for Cuff-Links: 
Queen Mary Gives ’Em 


Lonpon, Enc. — Jewelry predominated 
among the hundreds of wedding gifts 
which were lavished upon Lady Mary 
Hope and Lord Herbert, recently married 
in Westminster Abbey. 

Queen Mary’s gift to the bridegroom 
was a set of gold cuff-links, with the 
royal monogram in diamonds. The bride- 
groom’s gift to the bride was a diamond 
tiara and clip brooch, and the bride gave 
her husband diamond and enamel cuff- 
links. The French ambassador tendered 
a fob watch. The Earl and Countess of 
Pembroke, the bridegroom’s parents, pre- 
sented a diamond brooch to their 
daughter-in-law, and a silver tea service 
and canteen of Georgian silver to their 
son. 
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Do You Realize 


how fast Hoover solders are 
selling? 


1. About their A-1 qualities 
—jewelers tell us. Yes, testi- 
monials by the score! “The 
best solder sold today”! they 
declare. 


2. About our remarkably low 
prices—we'll tell you gladly! 
You'll be amazed. Just fill 
out and enclose this coupon 
in a letter and mail. 


ADDRESS 
(If retail jeweler, check here. 1) 


ee 


My Requirements are................ 

















Hoover & Strong, Inc. 


119 West Tupper St., Buffalo, N.Y. 
nationally known 


REFINERS, MANUFACTURERS 
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RRO ARETE NCEE ATCT 


A BEST SELLER 


—a clock that clicks 
with the buying public 





Tuis eet 30 hour Guaran- 
teed Traveling clock — an all- 
American creation—attractively 
made with Radium Dial, Gilt 


finished—in 6 modern colors. 
Retails for $5.00 


If your jobber does not have it, 
write direct. 


Se |) | 
al = | 


a 

e ENRY SOCHARD CO. 

Specializing Traveling and Boudoir , 
complete Leather Case Service 


Also 
110 West 40th St. * New York 


Metal Edge and Bezel to match. 
Comes in a Zipper Case made 
of genuine leather — Morocco 








GUARANTEED 


RECONDITIONED WATCHES 
LIKE NEW 





10/0 Elgin or Waltham 
7 el yellow. ..$8.50 7 
15 el yellow. .$11.00 15 


6/0 Elgin or W 


altham 
yellow. . .$8.50 
el yellow. .$i1.00 
Send for circular showing fine 
Railroad and other pocket 
watches and wrist watches simi- 


larly priced— 
WEKSLER & GOODMAN, Inc. 


Distributors of Keystone, Star, Belove, Master 
and |. D. Watch Cases 


5 SOUTH WABASH AVE., CHICAGO 

















William E. Marcus ls Named Member 
of G.I.A. Governing Board 


William Elder Marcus, president of 
Marcus & Co., 671 Fifth Ave., New York, 
was elected a governor of the Gemologi- 
cal Institute of America at the last semi- 
annual meeting of the Board of Gov- 
ernors. 

Marcus & Co. was the first retail firm 
in New York City to- become affiliated 
with the gemological movement and its 
general manager, Kenneth I. Van Cott, 
as president of the New York Chapter of 
the American Gem Society, has done out- 
standingly constructive work for the 
movement. Marcus & Co. are preparing 
three certified gemologists. 

Members of the Board of Gevernors 
are elected from among institute member 
firms, and as Mr. Marcus has, during 
the past year, rendered signal service in 
criticism and development of the Insti- 
tute’s courses and other educational work, 
his election as a member of the Board of 
Governors quickly followed the election 
of Marcus & Co. as sustaining members 
of the institute. Known as one of Amer- 
ica’s outstanding pearl experts, and the 
head of the retail] firm which, since it 
introduced the black opal in this country, 
has been one of America’s outstanding 
gem institutions, the selection of Mr. 
Marcus as governor is a particularly 
fortunate one. 

Broer-Freeman Co., Inc., 626 Jefferson 
Ave., Toledo, Ohio, and Wright, Kay & 
Co., Inc., 1500 Woodward Ave., Detroit, 
Mich., like Marcus & Co., have been 
elected sustaining members, and Larter & 
Sons, Inc., Newark, N. J., has been elected 
a contributing member. 


Louis W. Bunde 


MILWAUKEE, Wis.—An association of 56 
years in the jewelry trade was terminated 
with the death of Louis W. Bunde, 78, 
pioneer jeweler, on July 31. Mr. Bunde 
was in partnership with William H. Up- 
meyer, under the name of Bunde & Up- 
meyer Co., Inc., 161 W. Wisconsin Ave., 
and in 1930, at the time of the 50th anni- 
versary of its founding their business was 
one of the largest manufacturing wholesale 
and retail jewelry establishments in the 
state. 

Mr. Bunde died after an illness of sev- 
eral months, at his home, 2107 N. Terrace 
Ave. Because of their advanced years, 
Mr. Bunde and Mr. Upmeyer decided to 
retire, and liquidated their stock in De- 
cember, 1932. By May of the following 
year, however, they were again in busi- 
ness. In all these years the deceased was 
always at his store from 8 a.m. to 5 p.m. 

An expansion of one branch of their 
business led to the founding of a separate 
firm, the Bunde & Upmeyer Dental Mfg. 
Co. Mr. Bunde had early become in- 
terested in fresh water pearls and col- 
lected them in Wisconsin and elsewhere 
and developed a market for them. Another 
Bunde & Upmeyer firm, with offices in 
New York, was formed for the wholesale 
distribution of these. Diamond hunting 
in Wisconsin was a hobby of his, and he 
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treasured some of the relatively few dig. 
monds ever found in the state. 

He is survived by his widow, and q 
son, Louis R. Bunde. He was a member 
of the Milwaukee Jewelers’ club, as well 
as other social and civic societies. 


Internal Revenue Department Will 
Consider Tax Refund Claims 
Individually on Merit 


The Treasury Department will not 
countenance the return of a flood of un- 
sold, finished articles, remaining in the 
stock of retailers, to manufacturers, as 
a means of obtaining refunds from the 
Jewelry Excise Tax, the repeal of which 
became effective June 23; but, if there is 
some particular reason why an individ- 
ual piece upon which the tax was paid 
should be returned to the manufacturer, 
the latter, accepting the article on full 
credit, may claim a tax refund from the 
collector of internal revenue to which he 
paid the tax. 

This is the substance of a ruling by 
D. S. Bliss, Deputy Commissioner of In- 
ternal Revenue, in response to an inquiry 
made by William D. McNeil, president of 
the American National Retail Jewelers 
Association. 


Dated Aug. 1, the ruling follows: 


**Reference is made to your letter dated July 10, 
1936, requesting information in connection with 
the repeal of section 605 of the Revenue Act 
of 1932, , 

“It is stated that a jewelry manufacturer has 
accepted for full credit from his retail jewelry 
customer a completely finished piece of jewelry 
sold to the retailer while the tax was in effect, 
and upon which the retailer had paid to the manu- 
facturer the 10 per cent tax then in effect. You 
request to be advised, since the manufacturer 
in turn paid the tax to the Government, as to 
whether such manufacturer has a right to a 
refund from the Government of the amount of 
tax paid upon the article, in order that he may 
reimburse the retail jeweler. 

“In this connection you are advised that the 
question of whether a refund will be made of tax 
paid on articles which are returned for credit 
will depend entirely upon the facts involved in 
each transaction. Articles which were sold prior 
to June 23, 1936, the effective date of the 
repeal of section 605, were properly subject to 
the tax imposed under such section of the Act 
and where upon their return the purchaser is 
allowed a credit in the amount of the purchase 
price toward the purchase at a later date of the 
same or other articles, the returned merchandise 
is considered to have been repurchased as a 
separate transaction from that on which the tax 
was originally incurred and paid. In such 
cases, no refund or credit of the tax paid is 
allowable. 

“A claim for refund, filed on Form 843, 
with the collector to whom the tax was paid 
will be considered on its merits if filed within 
four years from the date the tax was paid to 
the collector.”’ 


Salt Lake City Jewelers’ Association 
Will Meet Each Month 
Satt Lake City, Uran—After a lapse 


of many years, the jewelry interests of 
this city—wholesale, retail and manufac- 


- turing—possess an organization, the Salt 


Lake Jewelers’ Association, formed June 
12 at a well-attended meeting. Meetings 
will be held monthly henceforth. 

Officers are as follows: J. Fred Daynes, 
manager of the Daynes Jewelry Co., Inc., 
president; Boyd Park, vice-president; and 
Max Siegel of the Salt Lake Loan Office, 
secretary. 
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Sir Thomas Cullinan Dies; Found 
Biggest Diamond in 1905 


JoHANNESBURG, SOUTH AFRICA — Sir 
Thomas Cullinan, discoverer of the 3106- 
carat Cullinan diamond, the largest ever 
found, died here Aug. 23 at the age 
of 74. 


Beginning life humbly as a bricklayer ° 


The late Sir Thomas Cullinan 


in his native Cape Colony, Sir Thomas 
bought a farm which he believed to con- 
tain diamond deposits and in less than 
six months the pound shares by which 
the deal was floated sold for £100 apiece. 
It was on this farm, on Jan. 25, 1905, 
less than two years after the mine itself 
had been discovered, that the “Cullinan” 
was found, measuring four by two and 
a half by two inches. It was purchased 
by the Transvaal Government in 1907 for 
£150,000 as a gift to Edward VII, who 
had it cleaved and cut into nine larger 
and 96 small brilliants. 

The largest of the pieces, the world’s 
largest cut diamond, weighs 530 carats 
and is set in the scepter of the British 
regalia. When George V came to the 
throne he christened it the “Star of Africa.” 
All the other stones cut from the rough 
are among the crown jewels of Great 
Britain. 

Sir Thomas was knighted in 1910. He 
was a keen advocate of the South African 
Union. Besides discovering and develop- 
ing the Premier Diamond Mine, now part 
of DeBeers Consolidated Mines, he also 
was chairman of New Elands Diamonds, 
Ltd., and director of several gold mining 
companies. His fortune was estimated 
at from £1,000,000 to £2,000,000. 

He visited the United States during the 
summer of 1928. 





Germany Halts Subsidy to Export 
of Semi-Precious Stones 


Agate, carnelian, quartz topaz, onyx 
and other semi-precious stones chiefly 
marketed by Germany will rise between 
20 and 40 per cent in price within the 
next two months because of action taken 
by the German government, a New York 
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gem importer declared late last month. 
“The subsidy which the German gov- 
ernment paid exporters of gems has been 
eliminated on account of a duty imposed 
by the United States government on cer- 
tain German commodities. It means an 
increase in price to the amount of the 
subsidy, which averaged 25 per cent for 
real stones and 33 per cent for synthetics.” 
Stocks on hand, he asserted, are suf- 
ficient for ordinary needs for several 
months, during which the price of these 
affected stones will rise gradually. 





Czechoslovakia’s Precious Stone 
Industry 


Wasuincton, D. C.—Czechoslovakia’s- 
precious stone industry has recently taken 
steps to stimulate their export trade, a 
report to the Commerce Department from 
its Prague office shows. 

An export office and a research insti- 
tute has been established by the Associa- 
tion of Czechoslovak Precious Stone Cut- 
ters in Turnov, a town near Prague and 
located in a region having deposits of 
precious and semi-precious stones, it was 
stated. 

The export office is concentrating its 
efforts on north-European countries and 
Poland, and is negotiating with Russian 
and other foreign exporters of crude 
precious stones with a view toward se- 
curing an advantageous source of supply 
for Czechoslovak stone cutters, the report 
states. 

Exports of finished precious stones from 
Czechoslovakia in 1935 were valued at 
1,150,000 crowns ($46,000), compared with 
1,233,000 crowns ($50,000) in 1934, Ger- 
many being the outstanding market in 
both years. 

Imports of crude precious stones into 
Czechoslovakia in 1935 were valued at 
1,055,000 crowns ($42,000) against 2,- 
076,000 crowns ($83,000) in the preceding 
year. The Netherlands was the chief 
source of these imports in 1935 and Bel- 
gium in 1934, the report shows. 





Look Out for Him 


A warning has been issued by the 
Jewelers’ Security Alliance against a man 
operating through the Middle-West with 
bogus insurance company.and benefit as- 
sociation checks. He has swindled a num- 
ber of jewelers. 

The alleged swindler is described as 
being 28 to 30 years of age; five feet, 
seven inches tall; weighs 155 lb.; slight 
build, fair complexion, dark hair, smooth 
shaven, and has at times a small mous- 
tache. He has broad shoulders and a pe- 
culiarly husky voice. 





Contending that “general conditions 
not only in California but also through- 
out the United States are substantially 
improved,” Granat Bros., Inc., jewelers 
of 2390 Mission St., San Francisco and 
Oakland, Cal., are making extensive 
alterations to the jewelry factory at the 
former place. When completed it is ex- 
pected that a considerable addition will 
be made to the large force of crafts- 
men. Granat creations are being supplied 
to more than 5000 of America’s jewelers. 
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BROOKLYN, N. Y. 
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produce sales. 


F NEW YORK, 
67 IRVING PLACE, 
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PHOTOGRAPHING (CO. 1322 S. WABASH AVE, 


Benedict Biggard 


PitrsBuRGH, Pa.—Benedict Biggard, 75, 
president of Biggard & Co., Inc., whole- 
sale jewelers in the Clark building, died 
Aug. 13, at his home, 6383 Morrowfield 
Ave., after an illness of three months. 
He had been associated with the local 
jewelry trade for 53 years, coming here 
as a young man from Germany, where 
he was born. 

In 1883, Mr. Biggard formed a partner- 


eae 


The late Benedict Biggard 


ship with Robert Wolff and opened a | 


wholesale jewelry business at 3 Smith- 
field St., under the firm name of Biggard 
& Wolff. 


firm was changed to Biggard & Co. 
When the Clark building was opened 
eight years ago, the firm moved there 
from the Oliver building where it had 
been for 17 years. 

Mr. Biggard was a member of Rodef 
Shalom Congregation, Jefferson Masonic 
Lodge, Independent Order of Odd Fel- 
lows, B’nai Brith and Knights of Py- 
thias. He was favorably known and high- 
ly regarded in business circles. Surviving 
are two daughters, Mrs. Morris Sanger 
and Mrs. Alvin Lichtenstuhl; two sons, 
Bertram, vice-president of the company, 
and Lawrence; four sisters and four 
grandchildren. Funeral services were 
held from his late residence Aug. 15 and 
burial was in West View Cemetery. 


Hector J. Mondor 


Hotyoke, Mass.— Hector J. Mondor, 
76, retired retail jeweler died Aug. 18 
in the home of his son, Dr. Philip J. 
Mondor in Granby after a short illness. 
Born in Canada, he went with his family 
to Putnam, Conn., when three years old. 
He came to Holyoke 53 years ago. He 
went into the jewelry business in 1897, 
opening a store in Main Street and two 
years later moved to a High St. location, 
where he remained for many years. He 
retired several years ago. 


Theodore Glick, manufacturers’ repre- 
sentative, has moved from 6411 Holly- 
wood Blvd., Hollywood, Cal., to Room 
307, Jewelers Exchange Bldg., Los Angeles. 
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In 1907, he purchased the in- | 
terest of Mr. Wolff and the name of the | 
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SIMONS BROS. CO. 
269 South 9th St. Philadelphia 


DORIC WATCHES 


Beauty—Accuracy 


New A. Schild Movements 
Boxed with Resale Tags 


JC 700—11'/2 L 7 Jewels 


Chromium Steel Back Case 
10Kt R.G.P. Top Steel Back Case 
10Kt R.G.P. Yellow Gold Case 


JC 730—834 L 7 Jewels 


Chromium Steel Back Case 
10Kt R.G.P. Top Steel Back Case 
10Kt R.G.P. Yellow Gold Case 


NATHAN HOLTZMAN CORP 


68 Nassau Street New York, N. Y. 
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NEW YORK: 


Jewelry News of the Metropolitan District 


_- Hugo-Lehrfeld of Kastenhuber & Lehr- 
feld, 24 John St., has returned from an 
extended tour of Europe. 

Karl Eisenoff, manufacturing jeweler, 
formerly of 71 Nassau St., has moved 
his office and plant to 64 W. 48th St. 


Monroe Engelsman, 9-13 Maiden Lane, 
spent his vacation at Winnisook Lodge, 
Arkville, in the Catskills. 

A new well-staffed sales office will be 
opened by the Gemex Co., Sept. 17, at 801 
9 Maiden Lane. 

David Pfeffer Co., Inc., 108 Fulton 
St., has enlarged its offices and factory, 
and now occupies half of the 14th floor. 

Benj. Schleifer, Inc., occupied new 
quarters at 1186 Madison Ave., Aug. 1. 
The firm was formerly located at 2292 
Broadway. 

Louis Friedman, president of Louis 
Watch Co., Inc., 580 Fifth Ave., returned 
Aug. 17 on the S.S. Normandie after vis- 
iting the factory at Bienne, Switzerland. 

Edward Kanners, Inc., has moved from 
607 Fifth Ave. to 580 Fifth Ave., where 
the business in precious and semi-precious 
stones will be continued. 

Goldfarb & Friedberg, Inc., for 20 
years at 338 Canal St., moved uptown 
Aug. 1 into finer and larger quarters at 
64 W. 48th St. 


Robert P. Burnett, formerly of 542 Fifth 
Ave., will represent Maurice Tishman, 
Inc., 607 Fifth Ave., in the metropolitan 
area, commencing Sept. 1. 

Salesmen of S. Nathan & Co., Inc., 71 
Nassau St., are now in their territories. 
J. Teichlauf, home from a mid-western 
trip, will leave soon for St. Louis and 
Kansas City. 


Wackehuth & Son, importers and cut- 
ters of gem and synthetic stones, have re- 
moved from 355 Mulberry St., where they 
had been located for 38 years, to 275 
Mulberry St., Newark, N. J. 

Jean R. Graef, of Jean R. Graef, Inc., 
watch importers, 15 Maiden Lane, re- 
turned early in August after spending 
three months visiting the European watch 
markets. 

George N. Wallace of Jules Racine & 
Co., 20 W. 47th St., sailed Aug. 12 aboard 
the §.8. Deutschland for a month’s visit 
at the company’s factory at Chaux de 
Fonds, Switzerland. 

Plotka Bros., conducting retail jewelry 
businesses in The Bronx for the past 12 
years, have opened a new store at 50 
East 161st St., under charge of Max 
Plotka. 

Joseph Goldmuntz, of Goldmuntz Bros. 
& Co., Inc., 608 Fifth Ave., who sailed 
for Europe on July 29 on the S.S. Queen 
Mary, to visit the diamond markets, re- 
turned recently. 

Reginald Reichman, of Reichman Bros., 
Inc., 20 W. 47th St., sailed on Aug. 26, 
aboard the S.S. George Washington for 
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a six weeks visit of the diamond markets 
in Antwerp, Amsterdam and London. 

William A. Muney of the Munwill 
Watch Co., returned on the Normandie, 
Aug. 31, from a two and one-half months’ 
buying trip in Europe. During his stay he 
visited the watch factories in Switzerland 
and the diamond market in Antwerp. 

Edward Foley, jewelry salesman for at 
least half a century, died recently at his 
home, Crestwood, N. Y. He was aged 
nearly 80. He was employed for many 
years by Gorham Co. and later by the 
then Black, Starr & Frost Co. 

Recent legislation pertaining to the sale 
of second-hand watches in New York 
state became effective Sept. 1, providing 
severe penalties for violations, ranging 
from $100 to $500 fines, or imprisonment 
of 10 to 100 days, or both. The text was 
published by this journal in June. 

Nat R. Hirschborn, representing Schein 
& Engle Co., watch importers of 170 
Broadway, has left on an extended trip 
through his mid-west territory and will 
represent the firm at the Chicago conven- 
tion of the N.A.C.J., returning to New 
York early in October. 

Harry C. Schick, Inc., 105 Chestnut 
St., Newark, has taken over the line of 
silver bracelets formerly manufactured 
by Allsopp Bros., Ine., 26 Camp St., 
Newark. The former company announces 
that Gordon Otto and Stanley Kalisher 
are its new representatives in the Pacific 
Coast and South respectively. 

Joseph Beilenson, of L. Beilenson & 
Son, 22 W. 48th St., sailed on July 29, on 
the R. M. S. Queen Mary, accompanied 
by Mrs. Beilenson. He spent the month of 
August in the European markets replen- 
ishing his stock of fancy and round dia- 
monds. He plans to return on the same 
steamer, arriving in New York, Sept. 7. 

Agitation for licensing jewelry ap- 
praisers will be renewed at the first fall 
meeting of the United Diamond Manu- 
facturers Association, Inc., of which Jack 
Solow of Pals & Solow, 71 Nassau St., is 
president, on or about Sept. 15 in the 
World Building. Other officers are Albert 
Lam, 49 Maiden Lane, treasurer, and J. 
Ludel, 95 Nassau St., secretary. 

The Adelberg Co. jewelry store, 419 
Fulton St., Brooklyn, was victimized re- 
cently by a man who, according to Ray 
Adelberg, has cheated similarly several 
other metropolitan jewelers. He left the 
store with a $7.50 alarm clock, plus 
change from a fake check for $26. The 
check purported to be health insurance 
payment, and the man had a good set of 
credentials. 

Monroe Flegenheimer, insurance broker 
of 123 William St., announces a new 
type of block insurance for the trade, 
placeable with any company asked by the 
insured, on a deferred payment basis 
with 25 per cent of the premium down 
and the balance in eight equal install- 

(Please turn to page 148) 
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New York Notes 
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ments. He states that this form of pay- 
ment will enable jewelers to carry the 
adequate and full protection which they 
should have. 


Returning to switch on a light in his 
store, 171 Eighth Ave., Sunday night, 
Aug. 16, Samuel E. Segal scared four safe 
robbers away, preventing the theft of 
jewelry valued at $5,000. Upon entering 
the store, Mr. Segal heard a noise at the 
rear of the place. Arming himself with 
a revolver and going to investigate, he 
saw a man escaping through a hole in a 
ten-inch wall. The robbers discarded all 
their tools in their haste. 

During the week-end of Aug. 22-23, 
skilled burglars picked the lock of the 
Rockefeller Center shop of Alfred Dun- 
hill of London, Inc., and stole more than 
$25,000 worth of gold-banded pipes, gold 
and silver cigarette cases, watches, clips, 
cuff links, and automatic pencils. On 
Jan. 6 last, in broad daylight, hold-up 
men entered the jewelry store of Green- 
leaf & Crosby Co., Inc., two doors from 
the Dunhill establishment, held up the 
manager and salesmen, and got away 
with gems valued at more than $100,000. 

Miss Tillie M. Berk has resigned as 
secretary of the Jewelry Crafts Associa- 
tion, Inc., 48 W. 48th St. She was mar- 
ried to Morris Baker at a wedding cere- 
mony held at the Hotel Victoria, Aug. 
30. They will sail on the Queen of Ber- 
muda Sept. 2 on a wedding trip, return- 
ing Sept. 15. The couple will live at 486 
Brooklyn Ave., Brooklyn. Henry L. Sper- 
ling was elected secretary of the associa- 
tion at a special meeting of the board. 

As a result of much favorable comment 
evoked by his address before the Ameri- 
can Gem Society, meeting in the 24 
Karat Club, 608 Fifth Ave., in June, 
Lazare Kaplan, of Lazare Kaplan & Son, 
Inc., 64 Fulton St., cleaver of the famous 
Jonker diamond, has had the talk pub- 
lished in neat little booklets for distribu- 
tion. The fascinating story of a year’s 
study of the stone until the moment when 
its enigma was broken by Mr. Kaplan’s 
skilled hand, is told with a distinctive 
charm. The booklet is titled “Charting 
a Passage Over a Diamond Sea.” 

John W. F. Ehlers, 657 Putnam Ave., 
Brooklyn, a manufacturing jeweler on 
Maiden Lane for 40 years until his retire- 
ment about 25 years ago, died suddenly 
on Aug. 13, from a heart attack, while 
summering at Massapequa, L. I. Mr. 
Ehlers, aged 82, began his trade as a boy, 
and operated under his own name and 
later as Ehlers & Co., at 41 Maiden Lane. 
He was a Mason and a member of the 
Brooklyn Elks. He is survived by a son, 
Albert M. Ehlers, Denver, Colo. and a 
daughter, Mrs. Arnold T. Ghegan, 
Brooklyn. 

Efforts of three men to sell a Knights 
of Pythias emblem stamped 14K and 
Cartier to a Union City, N. J., jeweler 
resulted in their arrest when the jeweler 
became suspicious at their actions and 
called the police. A base metal was 
found below the plate. The New York 

(Please turn to page 149) 
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house of Cartier denied making or sell- 
ing the emblem. William Kiley, leader 
of the trio, was found to have been ar- 
rested no less than 15 times on charges 
of larceny from the person. He was sent 
to jail for 90 days. His companions 
drew 15 days. 


Walter J. Kleinlein will talk on watch 
adjusting before the Horological Society 
of New York, Inc., at 150 W. 85th St., at 
8:30 p.m., Oct. 6. All watchmakers are 
invited to attend. Lectures for the forth- 
coming season have been announced by B. 
Mellenhoff, president, as follows: W. H. 
Samelius, dean of the Elgin Watchmakers 
College; Dr. Frank D. Urie, head of the 
research department of the Elgin Watch 
Co.; Howard L. Beehler of the Hamilton 
Watch Co.; John J. Bowman, director of 
the Decne Technical School; and Maj. 
Paul Chamberlain. Dates will be an- 
nounced later. 


Approximately 150 members attended a 
meeting of the New York Jewelers’ Ben- 
evolent Association, Aug. 18, at Proctor’s 
lodge rooms, the feature of which was a 
floor show, furnished by Morris Sherry 
to celebrate his beginning in the diamond 
trade. H. Dubrowin, chairman of sick- 
ness and distress, was presented with an 
engraved pen and pencil set as a mark 
of appreciation on his 55th birthday, and 
Louis Cutler, president, was presented 
with a mixing machine by a Masonic 
guest in recognition of Mr. Cutler’s ap- 
pointment as grand steward of the grand 
lodge of New York. 


Frederick J. Blancard has taken into 
partnership his son, Frederick J. Blan- 
card, Jr., and has removed the plant 
of Blancard & Co. Inc, recently 
liquidated, to 119 W. 23rd St. The 
brand-name of Lohengrin, formerly 
applied to wedding rings only, will be 
adapted to the entire line of rings, which 
will be known as the “Lohengrin Line.” 
Frederick J. Blancard, Sr., has always 
had the control of the sales department, 
while Rudolph Blancard, who has retired, 
supervised the office and finances. The 
same key factory men who were employed 
by the liquidated company will be em- 
ployed by its successor, so that the quality 
of Blancard products will be maintained. 


Herman Schlacht, immediate - past- 
president of the Horological Society of 
New York, was presented with a silver 
cigarette case at a meeting of the society 
Aug. 4. The presentation was made by 
B. Mellenhoff, president, who spoke of 
the faithful services rendered by his 
predecessor. The society completed ar- 
rangements for the reservation of the 
grand ballroom of the Hotel McAlpin, 
for the fourth annual banquet and 
dance, to be held Feb. 21. Final plans 
were also formulated for an outing to 
be held on Sept. 13, at Sauter’s Wald- 
schloss, 153 Bergen Blvd., Fairview, 
N. J. The committee is composed of 
J. Hersh, A. Haussener, S. Strommer and 
M. Aschendorf. It was voted to become 
sustaining members of the Horological 
Institute of America. 
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MARCASITE 
MONOGRAM BROOCHES 


in Sterling Silver. Genuine French 
Marcasite. in combination with Black, 
Green or Sard Onyx 





Tilustration reduced size, 8x 4 M/M 
Memo selection to reliable jewelers only 


J. MOROCH 
125 CANAL ST. NEW YORK CITY 


telco 


CULD OREN PEARLS 





JACK J: FELSENFELD 






















Let us prove that any 
watch rebuilt by us is 
Equal to NEW. 


We know the importance 
of a well regulated watch. 
| Our system of inspection 








assures you that any watch 
rebuilt by us will be well 
adjusted. 


We submit estimates on all 
jobs for your approval. 


Cases and Dials supplied at Spe- 
cial Low Prices. 








Price List sent upon 
request. 


METH WATCH CO. 


155 Canal St.,New York City 
“Our Rebuilts are Well Regulated” 
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WHERE TO BUY 








Massachusetts School of Optometry 
INCORPORATED 
Standard Three-Year Day Course 
Post Graduete and Special Courses 
Arranged 
For further information address: 


1114-1118 BOYLSTON STREET 
Boston, Massachusetts 





PARK AVE. 


ANCHESTER 
SILVER COMPANY 


AND 











G.H. FRENCH & COMPANY 
(ONES) 
NORTH ATTLEBORO - MASSACHUSETTS 
Send for Latest Catalog 








MIRPO SILVER POLISH DE LUXE 


America’s Best. Non-poisonous. Non-inflammable. 
Easily applied; easily removed. 
Order thru your jobber or direct. 
Write for free sample. 


MIRPO PRODUCTS MFG. CO. 


LaPORTE, INDIANA 


qUTTLe 
SIIVER 


ARISTOCRATIC 
POLISH 


















@ wx GB 
ree co.mec. 
eae. 107 


w. CANTON ST 








A superior polish — backed 
by over o century of experi- 
ence in the manufacture of 
fine silverware. For use ond 
resole—borrels to 3 02. jors. 


STERLING 
LA REED & BARTON Taunton, Mass. 














DUB-L-LOK 
WORKS AUTOMATICALLY 


x 


The Safest Safety Catch 
Sample on request 


ELLS MFG.CO.“aer° 


| Providence, is 
| Weaver, 8 Park Ave., Cranston. 


| dence, has 
| Latrobe-Pawtucket Co. 




















PROVIDENCE: 








Happenings in the New England Territory 


The business conducted under the style 
of the Tiny Tot Jewels at 7 Eddy St., is 
owned by Alfred Spears. 

The Weaver Glass Co., 227 Eddy St., 
owned by Edward E. 


J. M. Carpenter Tap & Die Co., Provi- 
changed its name to the 


Fred A. Bullock, 169 Union St., Attle- 


| boro, has filed a statement of ownership 


of Dolan & Bullock, 7 Beverly St., Provi- 
dence. ; 

J. & L. Tool Co., Attleboro, has an- 
nounced that it has taken over the mesh 
and jump ring business of Smith, Rich- 
ardson Company. 

The Saltzman Jewelry Co., retailers, 
after nearly 25 years at 93 Aborn St., 
has removed to larger and more central- 
ly located quarters, at 395 Westminster 
St. ; 

Heller & Co., Inc., of Providence, has 
filed a statement that its cap:tal stock has 
been changed to 500 shares of common 
no par value. 

Yanow’s Jewelry & Gift Company, Inc., 
of Woonsocket, has filed notice with the 
Secretary of State’s office, of a change in 
name to Yanow-Goldfine Jewelry & Gift 
Company, Inc. 

Joseph H. Gilbert, for more than a 


‘quarter of a century actively associated 


with the Swank Products Co., of Attle- 
boro, died Aug. 16 after a lingering ill- 
ness. He was 67 years old. 

The directors of the Gorham Mfg. 
Co., Inc., have declared a regular divi- 
dend of twenty-five cents a share on its 
common stock, payable Sept. 15, to stock- 
holders of record of Sept. 1. 


A spark from an oil-burning machine 
in the factory of the General Plate Co., 
Inc., 34 Forest St., Attleboro, caused ex- 
citement but little damage Aug. 3, as the 
blaze was quickly extinguished. 

The Rhode Island Smelting Works, 
408 Roosevelt St. Central Falls, are 
owned and conducted by J. Linwood Cul- 
bert, of 135 Highland Ave., South Attle- 


| boro, according to his statement of own- 
| ership filed at the Central Falls City Hall. 


Young’s Wholesale Jewelry Corp. of 
Providence, has been incorporated under 
the laws of Rhode Island with an author- 
ized capital consisting of 100 shares of 
common stock of no par value. The in- 
corporators are: Thomas Webb, M. E. 
Sawyer and N. V. Monahan. 


Employees of C. Ray Randall & Co., 
Inc., of North Attleboro, enjoyed their 
annual outing Aug. 8 at Rocky Point on 
Narragansett Bay. Games were enjoyed 
during the morning; a shore dinner was 
served at noon and dancing and other 
diversions occupied the afternoon. 


At a meeting of the stockholders of 
the Sweet Mfg. Co., Inc., Attleboro, How- 


| ard H. Sweet was elected president and 
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treasurer to fill the vacancy caused by the 
death of his brother, Frank R. Sweet, 
Herman R. Sweet, a son of Frank R, 
Sweet, was elected clerk of the corpo- 
ration. 

More than 300 employees ofthe United 
Wire and Supply Co. attended the annual 
outing of the concern at Rocky Point, 
on Narragansett Bay. The day’s pro- 
gram included a ten-mile automobile ride, 
athletic games and sports, shore dinner 
and dancing. General Manager Frank 
J. Bisschop was presented a silver loy- 
ing cup at the dinner by the employees. 

The annual outing and field day of 
the employees of Robbins Co., Inc., Attle- 
boro, was held last month at Crescent 
Park on the east shore of Narragansett 
Bay. More than 200 employees and mem- 
bers of their families, attended the affair 
and enjoyed a program of sports and‘ 
diversions arranged by Frederick Pion 
and his associates. 

Conviction of William H. Considine, 
dealer in jewelry, this city, on a charge 
of obtaining $20,000 from the American 
Guaranty Corp. by false pretences has 
been upheld in the Supreme Court of 
Rhode Island in an opinion by Chief 
Justice Edmund W. Flynn. Considine 
had been found guilty in the Superior 
Court for Providence County before a 
jury, and Presiding Justice Jeremiah E. 
O’Connell had denied a new trial to the 
defendant. The higher court sustained 
that action. Considine will be brought 
before the court for sentence after Judge 
O’Connell returns from his vacation. 

Swank Products, Inc., Attleboro, has 
brought an equity suit in Federal court 
against Silverman’ Bros., Providence, 
seeking to restrain defendant against in- 
fringing on plaintiff’s patent rights. Plain- 
tiff also asks an accounting for damages 
and profits due to said alleged infringe- 
ments. Patents named in the suit are 
No. 100,163, issued June 23 last, cover- 
ing a three-initial cravat chain, and No. 
100,593 issued July 28 last, covering 
a cravat chain back. Barlow & Barlow, 
patent attorneys of Providence, who filed 
the suit, alleged that the defendant has 
infringed these patents since their issu- 
ance. 


Bandits Get $1,700 Payroll 


ProvipENcE, R. I—T wo armed men re- 
cently held up Edward Dougherty, an 
office employee of the Cathedral Art 
Metal Co., 134 Baker St., as he was cross- 
ing an open lot at the corner of Baker 
Ave. and Eddy St. on his way from the 
company office to the factory. The men 
escaped with $1,700 payroll. Dougherty 
was accompanied by a young woman 
clerk, when the robbers in a Ford coach 
said to bear Massachusetts registration 
plates, drove into the’ lot and one of the 
two men in the car flashed a revolver, 
snatched the package of envelopes that 
Dougherty was carrying and jumping 
back into the machine was driven away- 
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BOWMAN 
Technical School 


Courses for Success for 
Watchmakers 
= Engravers, Jewelers 
Write fer free beck ‘‘Your Future and Our Scheel.” 


JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 














BYARD F. BROGAN 


Manulacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 


COOPER 


BROS., INC. 
MANUFACTURING JEWELERS 
SINCE 1907 


SPECIAL ORDER WORK—REPAIRING 
711 SANSOM ST. PHILADELPHIA 














emneum College of Horology 


SCHOOL FOR WATCHMAKERS 
[> JEWELERS AND ENGRAVERS 


RoR Broad and Somerset Streets 


ps os.2 ‘Ze PHILADELPHIA, PA. 











ELGIN & CYMA 
—— WATCHES ———_ 


LOUIS SICKLES 
1015 Chestnut St., Philadelphia, Pa. 
“Wholesale Distributors to the Trade” 








ORDER YOUR 


TELECHRON and REVERE 
Electric Clocks 


SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 


MT. VERNON—Amer. Watches 
Repair Dept. Supplies 
From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 42 years) 








CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 
F. X. ZIRNKILTON = Pitacetein 


PHILADELPHIA 


7 IRNKILTON 














MOUNTINGS 
OF RECOGNIZED MERIT 


FULMER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 
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Spiros Doulis, watchmaker and gold re- 
finer, has moved his business from 116 
S. 8th St. to 109 S. 8th St. 

Albert S. Wright, formerly buyer of 
jewelry, watches and clocks, and Euro- 
pean buyer for Bailey, Banks & Biddle 
Co., Inc., 1218-1222 Chestnut St., has re- 
signed his position. 

The Sansom Street Business Men’s As- 
sociation held its annual outing Aug. 29 
at Kugler’s Old Mohican Club, Morris- 
on-the-Delaware. During the day a pro- 
gram of tennis, golf, swimming, quoits 
and baseball was carried out. Dinner 
was served at night. 

Ben M. Feltus has become associated 
with Bayard F. Brogan, 805 Sansom St., 
manufacturer of platinum mountings and 
wedding rings, as sales manager. He 
had been connected with J. R. Wood & 
Co.’s Chicago office until 1929, when he 
was transferred to the home office in 
Brooklyn. 

S. Kind & Sons, Inc., 1110 Chestnut St., 
was among the first establishments any- 
where to show the new “Teletouch Magic 
Mirror,” an invention of Prof. Leon 
Theremin. The device faces the side- 
walk, and when a window shopper comes 
near it the lower half of the mirror be- 
comes ordinary glass through which a dis- 
play of jewelry is visible. 





Group Fights Atlantic City Ban on 
Night Jewelry Auctions 


ATLANTIc City, N. J.—Arguing that an 








ordinance introduced before the city com- | 
mission banning night jewelry auctions 


along the Boardwalk “would put the small 
business man out of business and stop a 


group of individual auctioneers seems to 
be fighting a losing fight against the bill 
which was scheduled for final enactment 


on Aug. 27. 


The action puts an end to a long dis- 
pute between the Chamber of Commerce, 
certain auctioneers who favored restric- 
tion, and others who opposed it. 


source of entertainment to visitors,’ a | 


The legislation was amended to make 


only jewelry sales illegal after the hour 
of 6 p.m. The opponent auctioneers make 
the contention that artificial lights, which 


were cited as giving gems a deceptive | 


brilliancy, are used not only at night, but 
during daylight hours in all cases. They 
also claim that because visitors spend the 
day on the beach.the great volume of 
their business is done at night, and that 
to restrict this trade would put them out 
of business. 


John C. Demmert 


CAMDEN, N. J.—John C. Demmert, 79, 
oldest jeweler in this city, succumbed Aug. 
13 to the effects of injuries suffered three 
years ago when he was slugged by two 
footpads as he was entering his home. 

His store was robbed six times in 30 
years. 
in 1929, and in 1924 he was bound, 
gagged and injured, when several thou- 
sands of dollars in jewelry was taken. 
A native of Germany, he came to this 
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Jewelry worth $3,000 was taken | 


| 
| 


| 


country at the age of 16 years. He had 
also operated stores at Phoenixville and 
Trenton, N. J. His widow, a son and 
two daughters survive. 





WESTCLOX (Big Ben, Etc.) 











SPECIAL ORDER WORK IN 


PLATINUM AND GOLD 


HIEGL & HLAVATSCH 
Mfg. Jewelers 


720 SANSOM ST. PHILADELPHIA, PA. 
Repairing. Satisfactory Service for Over 20 Years 








OLD GOLD, SILVER, 
PLATINUM BOUGHT 


FILINGS—SWEEPS— 
GOLD FILLED SCRAP 


Jewelers’ Shipments from all parts of the 
U. S. prove our checks satisfy 


Your lot is accurately valued, reported 
same day as received and held intact 
awaiting your OK. 


EMPIRE SMELTING & REFINING CO. 
Metallurgical Chemists 
713 Sansom Street, Phila., Pa. 














PHILADELPHIA’S 
HOSPITALITY! 


Though it is Philadelphia’s larg- 
est hotel, the Benjamin Franklin 
has succeeded in preserving that 
homey touch that makes it a 
favorite among all travelers. To 
these thousands of guests who 
sign its register every week, it 
stands as a symbol of the friend- 
ly spirit for which Philadelphia 
is so justly famous. 1200 rooms 
with rates as low as $3.50. 


THE 
BENJAMIN 
FRANKLIN 


SAMUEL EARLEY, Managing Director 


PHILADELPHIA 
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WATCH MATERIALS 
JEWELRY SUPPLIES 
. 


We carry a complete line of 
all genuine American and 
Swiss watch materials. 
VTF—BB—KK and GS 
Watch Crystals 


LANDAW BROS. 


406-7 Clark Building Pittsburgh, Pa. 








EARLY FALL 


Suggestions 





Complete Sets of China at New 
Popular Prices 





Silver, Aluminum, Chrome and 


Wood Gifts—An Unusual Selection 
WATCHES AND 
DIAMONDS 
M. BONN CO. 


713 PENN AVENUE, PITTSBURGH, PA. 











EXPERT REPAIRS 
Jewelry of Every Description 
DIAMOND SETTING AND ENGRAVING 
DOERNBERGER & MUCK 
4% Pittsburgh Life Bidg. Pittsburgh, Pe. 








JEWELERS’ SUPPLIES 
DISTRIBUTORS OF 
Genuine Factory Materials. 
Watch Glasses, Tools, Findings, Etc. 
Optical Findings. 
MARTIN GLUCK & SONS 
New Address: 
313-14 Clark Bldg. Pittsburgh, Pa. 








FOR THE 1936 SEASON 


WE OFFER 

THROUGH THE FACILITIES OF A 
aan aa EQUIPPED STORE ALL THAT'S 
N mM... 


ELGIN 


WATCHES 


IF IT'S MADE, WE HAVE IT IN 
STOCK—TRY US. 


ALSO LARGE ASSORTMENT WRIST 
WATCH ATTACHMENTS. 


KESTENMAN—SIMMONS 
HADLEY - GEMEX- STERN 
SAMUEL 


WEINHAUS 


COMPANY 
720-722 PENN AVE., PITTSBURGH, PA. 

















Harry A. Sipe is visiting relatives at 
Pasadena, Calif. 

William Eger, Leechburg retailer, 
called upon the local wholesale trade re- 
cently. 

J. Mandel is the new manager for C. 
and E. Marshall Co.’s branch in the Clark 
Building. 

C. G. Mortimer, of Heeren & Co., 140 
8th St., has returned from a_ vacation 
spent in Chicago. 

S. O. Singer, proprietor of the Singer 
Pen & Gift Shop, Jenkins Arcade, reports 
improved business. 

Morris Holtzman, well-known retailer 
of Johnstown, Pa., was on a buying trip 
to Pittsburgh recently. 

Sales representatives for Hall Bros. 
Co., Inc., Clark Building, are out on the 
road with the new line of rings. 


Vincent H. Castelli, retail jeweler of 
Midland, Pa., is on an extended trip in 
Europe and plans to spend some time in 
Italy. 

The Samuel Weinhaus Co., Inc., 720 
Penn Ave., wholesale jewelers, have 
added four employees to their large or- 
ganization. 

Fred Gluck, head of Martin Gluck & 
Sons, reports greatly improved business 
since the firm moved from Penn Avenue 
to their new location in the Clark Build- 
ing. 

Frederick Jauch, for many years asso- 
ciated with the old firm of Heeren Bros., 
is now a watch maker and clock maker 
with quarters on the eighth floor of the 
Heeren building. : 


Edward Isaacson, formerly associated 
with Martin Gluck & Sons, Inc., Clark 
building, has opened a watch repair shop 
at 202 Seventh St., which he is operat- 
ing under the name of Edward’s. 

The modernization of the Hardy & 
Hayes Co., Inc., store, 529 Wood St., is 
nearing completion. A new lighting sys- 
tem and other interior changes are in- 
cluded in the complete modernization. 
Leonard Helfer, proprietor of Helfer’s, 
617 Penn Ave., reported to city detectives 
recently that a basement door to his 
jewelry store was left open and that a 
tray of birthstone rings was missing the 
next morning. 

Leonard Lincoff, son of I. Lincoff, 
Homestead, Pa., retailer, was married re- 
cently to Miss Bette Foreman of Phila- 
delphia. They are making their, home in 
the Parkview Apts., after a honeymoon 
at Virginia Beach. 

Walter M. Bonn, treasurer of the M. 
Bonn Co., Inc., 713 Penn Ave., served 
as an honorary pallbearer at funeral ser- 
vices Aug. 8 for Irvin F. Lehman, Pitts- 
burgh capitalist and president of the 
Blaw-Knox Co. of this city. 

David Weis has been making an ex- 
tended road trip through the tri-state 
territory for Grafner Bros., 818 Liberty 











(Please turn to page 153) 
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PITTSBURGH: 











GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 


SPECIALIZING 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 











REPAIRING 
JEWELRY & SILVERWARE 


PLATING 


GOLD—SILVER—RHODIUM 


ENGRAVING 


SPECIAL ORDER WORK 
HEEREN & COMPANY 


Successore to Heeren Bros., Company 
140 8TH ST., PITTSBURGH, PA. 














FOUNTAIN PEN SERVICE STATIO 
[Ace work GUARANTEE: __| 
SMER PNGCHT SHOP Khis aienbE 


PITTSBURGH, PA. 
WRITE FOR PRICE LIST ON 
Repairing of Pens 
Engraving Names by Machines 
Gold Stamping on Leather 





























GOLD and SILVER 


Scrap and Wastes 


IPUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 





GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 


VERNON-BENSHOFF CO. 


Clark Building _— Pittsburgh, Pa. 
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Pittsburgh Notes 

(From page 152) 
Ave. Emanuel Grafner has returned 
from New York, where he was called 
suddenly by the illness of a relative. 


A new branch office has been opened 
by the Kirk-Rich Dial Corp., manufac- 
turers and refinishers of metal watch and 
clock dials, at 408 Clark Bldg. Other 
offices are at Chicago, IIl., Dallas, Tex., 
Seattle, Wash., and Los Angeles, Cal. 

Bernard Posner, son of Meyer Posner, 
retail jeweler at Mt. Pleasant, Pa., is 
opening a new credit jewelry store of 
his own at Connellsville, Pa. The Mt. 
Pleasant establishment has been redeco- 
rated and other alterations have been 
made in anticipation of splendid fall busi- 
ness. 

E. H. Bovie, manager of the watch 
department for W. W. Wattles & Sons, 
Co., Inc., has returned from New England 
where he spent a vacation. David F. 
Walton, manager of the company, visited 
recently with Mr. and Mrs. J. Harvey 
Wattles at their summer home in Vent- 
nor, N. J. 

J. Loughery Roberts, head of the J. M. 
Roberts & Son Co., Inc., 429 Wood St., 
and his family, are enjoying a vacation 
on their farm. John M. Roberts, III, 
says that May, June and July business 
was very gratifying, which he attributes 
to generally improved business conditions 
in the Pittsburgh district. 

Louis Reizenstein, local glass and china 
merchant, was honored by his family and 
friends at a dinner party recently in the 
Hotel Schenley upon the occasion of his 
eightieth birthday. Mr. Reizenstein, au- 
thority on fine glassware, has been 
awarded the decoration of Chevalier of 
the Legion of Honor of Belgium. 

Pugh Bros., cash and credit jewelers, 
operating eight stores nationally, have 
just modernized their place of business 
at 5412 Second Ave., in the Glenwood 
district, at a cost of approximately $7,500. 
The improvements include a new glass 
front and a large electric sign. This is 
their second store to be modernized dur- 
ing the past year. 

A large contingent of Pittsburgh jewel- 
ers attended the annual convention of the 
American National Retail Jewelers’ As- 
sociation, Pugh Bros. Jewelry Co.’s dele- 
gation included C. F. Pugh, J. R. Pugh, 
R. E. Hausemann and E J. Mattern, of 
Pittsburgh, as well as R. P. Pugh of 
Youngstown, and Simon Penn of Wheel- 
ing. Al J. DeRoy, senior partner in both 
Louis DeRoy and Bros. (credit) and 
Joseph DeRoy & Sons (cash), also at- 
tended. 

William J. Kappel, New York and 
Pittsburgh credit jeweler, returned to his 
home here recently after a month’s buy- 
ing trip in the European diamond mar- 
kets, accompanied by his wife and chil- 
dren. On Aug. 7, the entire family was 
snowbound in the Swiss Alps. John F. 
Kappel, of the Pittsburgh office, looks for 
a shortage of. merchandise during the 
latter part of the holiday season. He 
said the company is preparing for the 
greatest Christmas business in years. 
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In the Field of Advertising 
and Trade Promotion 











Dealer promotions for The Gorham 
Co.’s new complete tea and dinner ser- 
vice, “King Edward,” will include an 
imperial chest, newspaper mats, a per- 
manent window plaque, case cards, col- 
ored price folders and full-color national 
advertisements. Vogue, House Beauti- 
ful and Bride’s Magazine are on the 
fall schedule. 


Holmes & Edwards Division, Interna- 
tional Silver Co., Meriden, Conn., on the 
back cover of its interesting fall issue 
of “The Book of Sterling Inlaid,” shows 
36 suggested styles of engraving on as 
many patterns. Reprints of the page will 
be supplied to authorized dealers on 
request. 

* ee 

Swank Products, Inc., Attleboro, Mass., 
has announced the most extensive ad- 
vertising campaign in its 20 years of 
business activity. Full pages in four 
colors will be used in many national 
magazines of large citculation, supple- 
mented by liberal space in metropolitan 
newspapers, college dailies and pages 
and double spreads in trade publications, 
both in the men’s wear and jewelry 
fields. 

*e @ 

Gruen Watch Co., Inc., Cincinnati, 
Ohio, has inaugurated a _ contest, to 
close Sept. 15, to name an airplane of 
radical design now being completed by 
Commander Frank Hawks. Gruen deal- 
ers have been supplied with window and 
store displays, ads and publicity releases 
featuring pictures of Frank Hawks and 
his already famous plane. 

oe @ 


1847 Rogers Bros., International Silver 
Co., in the opening fall advertisement 
of a series to appear in Good House- 
keeping, Ladies’ Home Journal and 
Better Homes and Gardens, announces 
that its products may be purchased read- 
ily on the income plan. An announce- 
ment to dealers says: “In line with sell- 
ing methods of leading quality products, 
1847 Rogers Bros. tells every family that 
they can own a complete service and 
buy out of income as they do their 
refrigerators, motor cars, homes, radios, 
etc. Make this a feature of your own 
advertising.” ~ 

**e @ 

Hollywood actresses are featured in 
the national consumer advertising cam- 
paign of Wm. A. Rogers, Ltd., Oneida 
Ltd. Successor, Sherrill, N. Y. An ex- 
tensive series in Motion Picture, Screen 
Play, Screen Book, Hollywood, True 
Confession, Movie Stars, Romantic 
Stories and Movie Classic is advertising 
the line to an estimated 2,200,000 families. 

* * * 

Oneida Ltd., Oneida, N. Y., announces 
a specially-priced server for appetizers, 
canapes, etc., to introduce the new 
“Coronation” design in silver plate. 
Smart window displays, contingent upon 
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the purchase of one 42-piece set, specially 

designed chests and radio program scripts 

are other parts of the promotion scheme. 
* * #* 


Leys Christie & Co., 65 Nassau St., N. Y.., 
shows its line of cultured pearl necklaces, 
rings, earrings, dress sets, scarf pins and 
clips in an attractive 12-page booklet, 
which also describes the production of 
the pearls. 

** 

Fourteen up-to-the-minute designs in 
Kensingtonware were exhibited at the 
New York Gift Show by Kensington, Inc., 
a number being real departures from the 
line of 125 items now being manufac- 
tured. Outstanding were the “Crackerac” 
and sugar cube rack. Carlton G. Towne, 
sales promotion manager, says that 90 
per cent of the 500 new accounts of this 
year are retail jewelers. 

oe ' 2:2 

The initial catalogue of S. Lesse & Sons, 
Inc., 732 Chestnut St., Philadelphia, has 
been made ready for distribution to the 
trade. In loose-leaf form, it is bound in 
imitation leather with the retailer’s name 
embossed in gold. Photographic repro- 
ductions of platinum watch cases and 
mountings are shown. 

® #+0 


Bruner-Ritter, Inc., 350 Hudson St., 
New York, has issued an attractive cata- 
logue, “The Bruner Blue-Book of Brace- 
lets,” showing styles and patents in wrist 
watch attachments. 

=: #* # 

William Rogers & Son, International 
Silver Co., Meriden, Conn., will intro- 
duce its new Gardenia pattern in rein- 
forced plate with a color spread in the 
Saturday Evening Post for Oct. 10. The 
advertisement will mention optional “easy 
payment on the income plan.” 

* * # 


A new 48-page catalogue of Gemex and 
Pontiac watch attachments has been is- 
sued by Gemex Co., 170 Thomas St., New- 
ark, N. J., with one page devoted to sug- 
gestions for fitting unusual watch cases. 


o-@«‘¢@ 

Reconditioned sterling silverware was 
well shown in an exhibit of the Gold 
Recovery & Refining Corp., 53 W. 47th St., 
at the A.N.R.J.A. convention 


PITTSBURGH 


Seeks Your Patronage 














GRAU & HUBER 
Manufacturing Jewelers 


Our Specialty 
Diamono Setrine ano Srecut Orver Worx 
Warcn ano Jewetay Repainine 
Encravine ano Carvin of Aut Kinos 
Aiso Stameine of Learner Goons 


416 CLARK BUILDING 
1918 PITTSBURGH, PA. 1936 


























E. & R. SCHUMER, INC. 
PLATINUMSMITHS 


Special Order Work in 
Platinum and Gold 
DESIGNS AND ESTIMATES FURNISHED 


413 Race St. Cincinnati, O. 





























PETER HENRY & SON 
WATCH CASE REPAIRING 
GOLD AND SILVER REFINING 


Prompt Service, Maximum Returns 
610 Glenn Bidg., Sth & Race Sts., Cincinnati, Ohie. 
Give us a trial. 
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Diamonds Recut 
CHIPS REMOVED 
Expert Minimum 
Workmanship Loss of Weight 
Wm. F. Schumer & Son, Inc. 


Diamond Cutters 
44 Wiggins Block 
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RING TRAYS 
for SHOW CASES 


Now is the time to replace your old 
trays with new ones. 


“METAL FRAME TRAYS” 


Do your. Trays have that worn appear- 
ance? Let us replace “NEW IN- 
SERTS” for them. 











Prices quoted upon application. 
WESTERN TRAY & CASE COMPANY 
“WESTRAY” 






Est. 1864 423-27 Plum St., Cincinnati, Ohie 


































10% Iridium Platinum Mountings by 
SCHIRA BROS. 
PLATINUMSMITHS 
15 W. Sixth St., Cincinnati, Ohio 
PLATINUM WORK A SPECIALTY 


































The engagement of Miss Dorothy Bell 
Pape and Tudow Newstedt, son of 
George H. Newstedt, whose jewelry store 
is at 4th and Race Sts., was announced 
recently. 


John Schira, of Schira Bros. 15 W. 
Sixth St., left recently on a fishing trip 
in northern Wisconsin, accompanied by 
his wife and son. He will be back on 
the job Sept. 1. 


Joseph E. Smith, 75, retired jeweler, 
died at his home, 725 Stout Ave., Wyo- 
ming, a suburb of Cincinnati. He had 
conducted a jewelry store in Lockland for 
a long period and was a resident of 
Greater Cincinnati for 60 years. 


Henry von Unruh, Cincinnati, president 
of the Ohio Association of Retail Jewelers, 
attended the annual convention of the 
A.N.R.J.A. as chairman of the fair trade 
committee of the national association. He 
is a past president of the Greater Cin- 
cinnati Retail Jewelers’ Association. 


Announcement has been made of the 
engagement of William F. Herschede, 
son of Walter J. Herschede, president of 
the Herschede Hall Clock Co., Inc., and 
Miss Margaret Mary Williams, daughter 
of Charles F. Williams, president of the 
Western & Southern Life Insurance com- 
pany. 


Articles of incorporation were filed by 
the Jackson Jewelry Co., which will es- 
tablish a credit jewelry store at the south- 
west corner of Seventh and Vine Sts. 
Incorporators are: Jack A. Getz, Charles 
and Max Getzug, all of whom are inter- 
ested in the Getz Jewelry Co. at Sixth 
and Vine Sts. Capital is given as $25.000. 


Chicago will be the host city for the 
1937 convention of the United Horo- 
logical Association of America, Inc., an- 
nounced Frank Foegler, president. The 
Windy City was selected primarily be- 
cause of its central location by the execu- 
tive committee. The meeting will prob- 
ably be held during the last week of 
April. 

Six diamond service pins, representing 
300 years of railroading were awarded 
at the annual meeting of the C & O Rail- 
way Veteran Employees’ association at 
the Zoo. A diamond pin is awarded to 
each employee with half a century of 
service and in eleven years more than 
500 pins have been distributed to mem- 
bers of the association. 

William Schumer, senior member of 
Schumer & Pieper, Inc., diamond dealers, 


returned to Cincinnati recently after a. 


lengthy tour through the South. He said 
that construction activities in the South, 
especially in Florida, are greater now 
than in many years and thought it likely 
that this turnover of money would find 
its way, in some measure, into jewelry 
buying. 

Joseph Posner, western representative 
of A. Sauer & Co., made a two-week 
tour through the eastern territory, assist- 
ing Maurice Taylor in the sale of tubular 
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watch straps. Albert Sauer, president of 
the firm, motored to New York City for 
the A. N. R. J. A. convention at the 
Waldorf-Astoria and will also go to the 
N.A.C.J. convention at the Sherman in 
Chicago. 

Disappearance of a two-strand pearl 
necklace with diamond clasps valued at 
$45,000 was reported to the Cincinnati 
police Aug. 7 by William Durrett, rep- 
resentative of an insurance adjusting 
firm. The necklace belonged to John 
Wentworth, Drake Hotel, Chicago, who 
is living at a local hotel while Mrs. 
Wentworth is a patient at Holmes Hos- 
pital in this city. 

He stated that Mr. Wentworth, who 
carried the jewelry in his coat and re- 
turned to the hotel after visiting Mrs. 
Wentworth at the hospital, discovered 
that it was gone when he awoke the 
next morning. 

A watchmakers guild will probably be 
organized at Portsmouth, Ohio, making 
the fifth guild in the Buckeye state. A 
group from Cincinnati led by Frank 
Foegler, national president of the United 
Horological Association of America, vis- 
ited Portsmouth to tell about the work 
of organizing a guild. The Cincinnati 
delegation was increased by members 
from guilds at Dayton and Columbus. 


The Town Criers’ weekly luncheon 
table could only muster three members 
at a recent session, primarily because 
most of the traveling men are already on 
the road for the Fall and holiday season. 
The pickup in business generaHy sent the 
men out from two to three weeks earlier 
than usual. One story told is that within 
three days one local house received 
orders for 160 watches from two of its 
men. The orders came from two of the 
largest cities in Kentucky. 


The Cincinnati Guild, Ohio Watch- 
makers Association will start its educa- 
tional campaign about watch making in 
and around the Queen City in September. 
Talks, illustrated with slides, will be 
made to school children, business associa- 
tions and organizations interested. Five 
members of the Guild certified by the 
Horological Institute, John S. Breen, 
Frank Noel, Fred Mende, Harry Flote- 
mersch and Hans Demmer, will form the 
first nucleus for the talking campaign. 
About 20 more members of the Guild 
will take the H.I.A. examination for cer- 
tification in the near future. The annual 
Watch Inspection Week will be held 
Oct. 11 to 17, devoted to educational 
work, pointing out the advantages of ac- 
cording proper care to time pieces. Some 
remarkable time pieces will be shown. 
Two nominating committees were se- 
lected by the Guild at the August meet- 
ing to be submitted to members at the 
September session and be voted on at the 
next ensuing meeting. Louis Bloesing is 
chairman of the group named by the ex- 
ecutive committee while William Funk is 
chairman of the list named from the 
floor. 
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Commander Frank Hawks and Teviah 
Sachs, vice-president of Gruen Watch Co., 
seen above as they arrived in New York 





Percy Ball, silverware designer, who for sales conference, having flown to 
has been made vice-president and 
director of merchandise for Graff, 
Washbourne & Dunn, New York 


Roosevelt Field from Cincinnati, O 


Ecclesiastical silver 
stolen from All 
Saints Church, New 
York, finally lo- 
cated, mutilated 
almost beyond 
identification, as 
shown at upper left, 
was skillfully _re- 
Stored to origina! 
beauty, without 
substitution of new 
parts, by William 
Hertel & Co., New 
York. 








Prize-winning float in the business-civic parade celebrating the 250th anniversary of the chartering of Albany, N. Y., was followed by members of 


the association. 
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Interesting News Photos of the Month 





This window display of cultured pearls was re- 

cently used by Acker & Veghte, retail jewelers, 

at 10 Pine St., New York, and attracted much 
passer-by attention. 





The flying spike’ of the colored flash, 
Jesse Owens, Olympic star, which he wore 
at Ann Arbor, Mich., the day he broke 
three world’s track records and tied an- 
other, have been preserved in metal for 
posterity by the Bron-Shoe Co., Columbus, 
Ohio. 
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SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 








A. EK. Phone: Central 5400 


KRAUSE 
& CO. 


RELIABLE WATCH REPAIRING 
37 South Wabash Ave. ‘ CHICAGO 








WHEN You THINK OF 


FINDINGS 


THINK OF 















Guompauabl 


28 E. Madison St. CHICAGO, ILL. 





PERSONALIZED JEWELRY 
STERLING - GOLD - HAND WROUGHT 
= Ray ~~ ag Catalog with Special 

lar Colors—for iune-tip dae.’ 
THE ART METAL STUDIOS, INC. 
Jewelry and Novelty Craftsmen 


17 N. State St. Chicago 








USE eis 


NEWALL 
“Quality” Findings 


Your Wholesaler has them. 








CENTRAL WATCH CO. 
WATCH REPAIRING FOR THE TRADE 
Best Workmanship at Lowest Prices 


Prompt Service 








5 South Wabash Ave. CHICAGO, ILL. 








Improves OLD or 
NEW STORE 
FRONTS 


at low cost 
Send Glass Sizes for 
Samples and Designs. 
Camden Artcraft Co. 


160 N. Wells St. 
CHICAGO 





CHICAGO: 


Jewelry News Flashes from the Great Central West 


A. W. Levy, of the Star Watch Case 
Co., Inc., 520 S. State St., spent ten days 
in New York last month on business. 

Herman Nathan, auctioneer, recently re- 
turned from an extended business and 
pleasure trip to California. 

J. Spector of J. Spector & Co., 31 N. 
State St., sailed Aug. 28 on the S.S. Ile de 
France, to visit the diamond market in 
Antwerp, Belgium. 

Gene A. Siekert, of M. B. Barkan Co., 
wholesale jewelers, Milwaukee, called on 
the trade here recently and visited with 
friends. 

R. M. Camp, sales manager for Hamil- 
ton Watch Co., visited briefly in Chicago 
last month between train and plane on 
a business trip to the Pacific Coast. 

Ross Atkinson, of the Hamilton Watch 
Co., spent several days in Chicago las* 
month during a business trip to cities of 
the Middle West. 

George Epstein is a recent addition to 
the sales force of A. Hirsch Co., Inc., 35 
E. Wacker Drive, and will represent them 
in the territory west of the Rocky Moun- 
tains. 

Ernest E. Macey, manufacturing jewel- 
er, located at 31 N. State Street for sev- 
eral years, is now located on the 12th 
floor of the Heyworth building in more 
spacious quarters. 

L. W. Silsby and Lawrence Furguson 
of the company are making an automobile 
trip to Portland and Seattle, Wash., where 
they will visit relatives and friends be- 
fore returning to Chicago. 

H. V. Bextel, formerly associated with 
Excell Mfg. Co., now represents the Wells 
Mfg. Co., Inc., Providence, in Chicago 
and adjacent territory with headquarters 
in 1104 Heyworth building. 


Frank Bruns, who represented the 
former A. Wittnauer Co. in this territory, 
returned recently from New York and an- 
nounced that he will now call on the trade 
in his territory in the interest of Omega 
watches. 

Richard O. Kandler, 70-year-old danc- 
ing teacher, who formerly had a school 
of engraving in the Heyworth building, 
and Elaine O. Pura, one of his 20-year- 
old pupils, were married Aug. 16 at 
Crown Point, IIl. 

Donald LaStage, of LaStage Mfg. Co. 
and O. M. Draper Corp., North Attleboro, 
Mass., called on friends in the trade here 
last month on the occasion of his visit 
with his daughter in Winnetka and Allen 
Pinero, Chicago representative. 

Charles P. Schoen has been advanced 
from general sales manager to vice-presi- 
dent in charge of sales, by the Wahl Co., 
1800 Roscoe St. He had been a district 
sales manager from 1925 to 1933 and 
eastern sales manager from 1933 to 1934. 


Albert N. Davis returned last month 
from Old Orchard Beach, Me., where he 
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and Mrs. Davis spent the month of July. 
Mr. Davis also visited New York and 
will not represent Thos. S. Poole, Provi- 
dence, and Hamilton Ring Co., New 
York. 

A. C. Junior, Inc., wholesale jewelers, 
35 E. Wacker Drive suffered a small 
loss last month when bandits held up 
their salesman, John S. Lucas, near Letts, 
Ia. After selecting such merchandise as 
suited their purpose the bandits threw the 
cases of merchandise in the canal at 
three points and all was recovered slight- 
ly damaged by water. Loss ia entirely 
covered by insurance. 


Erdman W. Berg, of Erdman-Berg, 
Inc., Fraser, Michigan, now represents 
M. A. Mead & Co., Inc., 35 E. Wacker 
Drive, in Michigan and adjoining terri- 
tory. The business of Erdman-Berg, 
watch attachments, will be continued. The 
Mead office and sales rooms have been 
completely remodeled and refinished and 
another vault added to give room for ad- 
ditional stock. 


The Chicago West Side Retail Jewelers 
Association held its annual all-day picnic 
at the Bohemia Yacht Club, Fox Lake, 
Aug. 12. Among attractions were dinner 
and supper, fishing, music, dancing and 
a long list of prizes offered for contest 
events. A large crowd attended. The 
committee consisted of James Kuba, 
chairman; Roy Drexler, James Dutka, 
M. Goldblatt, Otto Hartman, J. J. 
Breunig and R. E. Simpson. 


Edward A. Cox, manager of the jewel- 
ry department and director of Benj. Allen 
& Co., Inc., 10 S. Wabash Ave., died 
Aug. 23 after a lingering illness. Mr. 
Cox, who was born in Goderich, Ont., 
Feb. 27, 1869, came to Chicago as a 
young man and had been associated with 
Benj. Allen & Co. 48 years at the time 
of his death. By constant application to 
all duties and a pleasant disposition he 
rapidly gained important positions in the 
organization. He always had the inter- 
est of the trade and those associated with 
it at heart and was the founder of the 
Fraternal Association of Chicago Jewel- 
ers. The funeral was conducted Aug. 
25, with interment in Oak Woods ceme- 
tery. 

Executives and department heads of 
Benj. Allen & Co., Inc., 10 S. Wabash 
Ave., were guests of John G. Leiner, vice- 
president and general manager for dinner 
at the Illinois Athletic Club, July 28. Fol- 
lowing this plans were discussed for 
handling the anticipated increased busi- 
ness for the fall and holiday season, and 
for maintaining the high standard of co- 
operation and friendly relations between 
this house and its customers. Those pres- 
ent and the departments represented 
were: John G. Leiner, W. F. Bierwirth, 
executive offices; L. W. Silsby, sales; H. 
H. Koch, L. C. Fay, credit; C. M. Burley, 

(Please turn to page 157\ 
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diamonds, C. I. McLane, jewelry; F. P. 
Warner, watches; E. Livingston, clocks 
and silverware; C. L. Perry, sterling; 
Maurice Lava, rings; L. M. Furguson, 
cashier; C. G. Zaucha, charges; Robert 
Jones, material; and S. W. Franke, 
optical. 





John R. Sproehnle 


CuHicaco—The jewelry trade in Chi- 
cago was shocked Aug. 21, when the 
sudden death of John R. Sproehnle was 
announced. In apparent good health he 
was stricken with a spell of acute indi- 
gestion and died a few hours after. 

Mr. Sproehnle succeeded to the presi- 
dency of Sproehnle, Inc., 29 E. Madison 
St., ten years ago at the time of his 
father’s death and had since continued 
the business which has been an impor- 
tant factor in the distribution of watches 
to the trade. He was 38 years old at 
the time of his death and is survived by 
his widow and one child. Mr. Sproehnle 
was popular with both the younger and 
older members of the trade, was an active 
member of the Golden Roosters of Chi- 
cago and interested in all trade affairs. 

The funeral was conducted Aug. 24, 
with interment at Oak Woods cemetery. 





Eastern Standard Time for Chicago 
Banned by I.C.C. 


Cuicaco, ILt.—The petition of the Chi- 
cago City Council to be included in the 
Eastern Standard time zone was recently 
denied by the Interstate Commerce Com- 
mission, on the grounds that the change 
would do violence to the standards laid 
down by Congress and would be beyond 
the commission’s power. 

A 44-to-3 vote by the city council, last 
November fixed Eastern Standard time 
for transaction of city business. Inci- 
dentally, the proponents of the change 
said they desired to eliminate daylight- 
saving time, now used in the Summer. 

The commission in its report said that 
the change would bring confusion and 
danger to the railroads, and added that 
outside of the Chicago area there was no 
showing of public sentiment for the 
change. 





George Porth, Sr. 


Jerrerson City, Mo.— George Porth, 
Sr., 77 died on Aug. 6, following a long 
illness, at his home here, where he con- 
ducted a jewelry store for 57 years. Mr. 
Porth learned the watchmaking trade at 
16. He was active in community affairs, 
and served as city treasurer and council- 
man. 








TRADE WATCH REPAIR WORK 
KRUSE & COMPANY 


640 ARCADE BLDG. 
ST. LOUIS, MO. 
When others fail to satisfy you fry us. 
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Otis A. Edwards 


Otis A. Edwards, associated with the 
watch industry for a number of years, 
died Aug. 3 after a long illness. Before 
these concerns went out of business he 
had represented Joseph Fahys & Co. and 
the Elder Watch Case Co. He was an 
organizer of the Jewelers’ Square Club, 
which he served as its first secretary, and 
was also affiliated with the Jewelers’ Fra- 
ternal Association, the Masonic order, 
and Elks Club, No. 1, of New York. The 
funeral was held at his Sag Harbor, L. I., 
home. 


New Enterprises 


E. C. Click, of Crystal City, Tex., re- 
cently opened a jewelry store and watch 
repair shop in Crystal City, Tex. 


George L. Cogley, has opened a jewelry 
store at 230 Fifth St., Freport, Pa. 


D. L. Joles, formerly of Onaway, Mich., 
has opened a jewelry and watch repair 
shop in Evart, Mich. 


Fred Leonberger is manager of the re- 
cently opened Gift Chest store, 116 E. 
North Ave., Flora, IIl. 


Sidney E. Noyes, a certified watchmaker 
of the Horological Institute of America, 
has opened a jewelry store at 15 Main 
St., Bangor, Me., under the name of The 
Watch Shop. 


Under the title, Lawson’s Credit Jewel- 
ers, a new business was launched early 
last month at 306 S. Walnut St., Muncie, 
Ind., with Leon Levy as manager. 


William J. Welch and C. H. Lee are 
listed as owners of a jewelry store re- 
cently opened at 2158 Center St., Berke- 
ley, Calif. 


Fifth in the group of Rogers Stores in 
New England, a new unit in that chain 
was opened recently at 549 Congress St., 
Portland, Me. Other Rogers jewelry 
stores include two in Boston, one at 
Brockton, Mass., and one at Providence, 
R, I. 


The Loftis Jewelry Co. has opened a 
new unit at 431 Main St., Peoria, Ill. 


A jewelry salesroom has been opened 
in the Stearns building, Springfield, Mass., 
by Abbot F. Stevens in association with 
Ernest J. Wheeler, Jr. 

C. H. Moore, who with a brother op- 
erated a jewelry store at Herrin, IIl., 
opened at a new location in the business 
district of Du Quoin, IIl., on Aug. 17. 

The Zale Jewelry Co. opened it sixth 
jewelry store in the southwest, recently, 
at 320 St. Louis, St., Springfield, Mo. 
About $25,000 was expended in making 
repairs to the building. A. Zale, Wichita 
Falls, will manage the new store. 





Charles L. Fuchs 


WasuinctTon, D. C.—Charles L. Fuchs, 
jewelry manufacturer, with offices at 910 
11th St., N. W., died Aug. 13 of heart at- 
tack at George Washington Hospital. He 
was 65 and lived at 2602 Rhode Island 
Ave., N. E. 
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A DIAL A DAY 
IS BOUND TO PAY YOU 
AT LEAST $25.00 PER MONTH 
CLEAR PROFIT 
Every Dial Guaranteed For One Year. 


KIRK-RICH DIAL CORE 


HEYWORTH BLDG. METROPOLITAN 
eateries LOS ANGELES 


CLARK BLDG. ALLEN SLDG. SEABOARD BLDG. 
PITTSBURGH. PA. DALLAS, TEX. SEATTLE, WASH. 

















fcme WATCH CO. 


3S S.WABASH AVE. CHICAGO ILL. 


USED WATCH 
MATERIALS 








Running Condition 
* Good Dials 


O-size Elgin, Waltham 
73, $2.00 —15J, $3.00 


USED MOVEMENTS 1 2 


12 or 16-size Hunting 
73, $1.50— 153, $2.25 THE PRICE OF 
12 or 16-size Open face| NEW MATERIALS 


73, $2.00—15J, $3.00 
18-size Htg., Elg., Wal. 
7), 75e—153, $1.25 
18-size O.F. Elg., Wal. 
73, $1.25—15J, $2.00 
6-size Elg., Wal. Htg. 
73, 50e— 153, $1.00 
6% rect. or 6% oval 
63, $2.00 —15J, $3.00 
10% L, 153, $1.25 


DOTWLYS YOs GN2s a | : 


Wheels, pinions, 
pallet forks, etc., 
for all watches. 
Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 











DON’T WAIT! 


Protect your building, stock and 
dwelling against damage by 


FIRE AND WINDSTORM 
At Substantial Savings 
Your employees can insure also. 
NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


NEENAH, WISCONSIN 











CROSSCURVED MAINSPRINGS 


Produce Results Where Other 
Kinds Fail 
Do Not deprive yourself any longer of the ad- 
vantages they offer. 


If your jobber does not supply them, send us his 
name. We will send you names of other jobbers 
who can supply 


SANDSTEEL QUALITY MAINSPRINGS 
Made in U.S.A. by 
WATCH-MOTOR MAINSPRING CO, INC. 
145 Hudson St. New York City 
A SURE SOURCE OF SUPPLY 
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Where to Buy 
IMPORTED 
China and Glass 





















































ROYAL CAULDON and COALPORT 
China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 


EDWARD BOOTE iW York. w.'¥. 


NEW YORK, WN. Y. 





SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 
Winterling Factories 


FROM NEW YORK STOCK 


Heinrich une Winterling, Inc. 
49 W. New York, N. ¥ 





THEODORE HAVILAND 


PING Seow CHINA 
TD. 


soun' MADDOCH & SONS 
lish Earthenware 
“GENUI 


3 gy la ot ae blll 
THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. York 








in New 
New 





ROYAL BEYREUTH CHINA 
MYOTT SON & CO. 


L. BERNARDAUD & CO. 
Orders roy Fe Samemesety from 


JUSTIN THARAUD, INC. 
129-131 Fifth Ave., New York, N. Y. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














ROYAL DOULTON 
English Bone China and Earthenware 
THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 


The original production 
wmM. PITCAIRN CORPORATION 
104 Fifth New York, N. Y. 


Fino hoods, 


Famous the World Over 
Available from New York Stocks 
ROSENTHAL CHINA CORP., 149 5th Ave., New York 





FINE CHINA 








CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


In stock for immediate delivery. Great 
variety of patterns and desi 
Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
Importers, 105-107 Fifth Ave., New York 








New Products 











New Hamilton Watches 


Twenty-three new pocket, strap and 
wrist models are: in the fall line of the 
Hamilton Watch Co., Lancaster, Pa. 
Four models of a popularly priced 17- 
jewel 20/0 size watch lead the array. 
Other featured watches include new 
curved strap models for men, a new 
line of platinum diamond models and 
three of a new series of 21-jewel pocket 
watches. There are several improve- 


_ments in construction. 


“King Edward” Service by Gorham 


Gorham Co., Providence, R. LI. is 
employing the occasion of world-wide 
interest in the forthcoming coronation of 
King Edward to introduce a new com- 
plete tea and dinner service entitled 
“King Edward.” The design is in 
Chippendale’s latest manner, when he 
was influenced by French motives; rich 
and massive in appearance, it is thus 
equally suitable in either 
French surroundings. 


Evercraft Goes Hollywood 


Everedy Co., Frederick, Md., an- 
nounces that the Barbara Fritchie coffee 
set, of polished chrome, has been wel- 
comed by the movie colony at Hollywood 
and that a complete set is the proud 
possession of Sidney Fox. The Evercraft 
gift line this fall includes waxed walnut- 
chrome combinations. 


Bright-Packaged Silver Polish 


A new liquid silver polish has been 
announced by the International. Silver 
Co., Meriden, Conn. 
an eight-ounce jar with a silver and 
blue label, black composition top and 
modern design, and carries adequate 
directions for restoring a brilliant luster 
to silver. 


Protection Against Plating Waste 


Special Chemicals Corp., 30 Irving 
Place, New York, have brought out a 
new series of insulated plating racks 
to safeguard profits and plating quality. 
No metal can be deposited on the racks 
while plating, and thus refining costs 
are kept at a minimum and tank capacity 
is increased with the same power. 


Jewelry Styles Shown 


Alfred Weiss, 505 Fifth Ave., New 
York, is American distributor for “Tend- 
dance,” a bi-monthly published by Idees 
Paris, Paris. The purpose of the publica- 
tion is to show what jewelry is worn, 
how and when it is worn, and “to make 
the stamp of the pretty woman more at- 
tractive.’ It is illustrated with photo- 
graphs, sketches and style notes. 


Ronson Innovations 


Art Metal Works, Inc., 7-15 Mulberry 
St., Newark, announces the following 
lighter innovations: a touch-tip combined 
with a cigarette case with automatic de- 
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English or | 


It is packaged in | 











HAWKES CRYSTAL 








livery, a desk lighter and watch, a pocket 
lighter and watch, a penciliter in sterling 
silver and two versions of a miniature 
modern bar which delivers cigarettes, 
fitted with a concealed lighter. 


Nine-Pound Six-Tube Receiver 


Freed Mfg. Co., Inc., 44 W. 18th St. 
New York, has added model FE-60 to its 
line. This six-tube AC/DC set weighs 
9 Ib., is 14 x 814 x 6% in. in size, has a 
multicolored illuminated tuning scale, and 
is mounted in a walnut veneer and gum- 
wood cabinet. 


Oneida Ltd.’s “Coronation” 


“Coronation,” a new pattern in plated 
ware by Oneida, Ltd., Oneida, N. Y., has 
a richly ornamented rectangular panel 
across the handle, a little way below the 
top, with fluting running to the base of 
the handle. The panel is pierced in such 
a way as to maintain the proper relief of 
the floral ornamentation on both the front 
and back of the piece. 





Seek Maximilian’s Jewels 


The old windjammer Constellation re- 
cently sailed from New York for a spot 
50 miles off the Virginia Capes, where 
an attempt will be made to reclaim gold 
and silver bullion valued at between $4,- 
000,000 and $26,000,000, lying in the 
sunken hull of the old vessel, Merida, 40 
fathoms down. The treasure is believed 
to contain the crown jewels of Emperor 
Maximilian of Mexico. 


William J. Doherty has been promoted 
to the Boston office of Reed & Barton, 
Taunton, Mass., where he will be in 
charge of New England accounts, and his 
position as representative of the com- 
pany will be filled by Calder B. Vaughan, 
who has had wide experience in jewelry 
and silver houses. Mr. Vaughan recently 
retired from managership of the silver 
department in Jaccard’s of St. Louis. 








Where to Buy 
DOMESTIC 
China and Glass 


SF OO 


GLASSWARE 
for discriminating 


people—WRITE 


T. G. HAWKES & CO. 
CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 











LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. J. 


Sy 


LENOX 
LENOX, INC. 
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In a letter which Bulova Watch Co., 
sent to stockholders under date of Aug. 
24, the company announced a retirement 
plan of its preferred stock. This plan 
offers for each $3.50 preferred stock one 
share of common stock and $22.50 a 
share in cash, as well as $17.50 a share 
representing back dividends up to Dec., 
1936. 

Stockholders 


accepting this offer will 


Re 


3 





John Ballard, President of 
Bulova Watch Co. 


accordingly upon consummation of the 
plan receive for each share of preferred 
stock, $40.00 in cash and one share of 
common stock. 

It is estimated that this will involve 
a total cash transaction of $2,000,000 
which will be made up entirely with cash 
resources. After the consummation of 
the plan the capitalization of the organ- 
ization will then consist of 325,000 shares 
of common stock. 

If less than 50 per cent of the preferred 
stock shall have been deposited by Sept. 
30, 1936, or such later date as the board 
of directors may fix, the plan may be 
abandoned should the board of directors 
so determine. Preferred stock holders 
who desire to accept the offer outlined 
in the plan, are urged to deposit their 
stock with the Guaranty Trust Com- 
pany, 140 Broadway, New York, N. Y. 

John Ballard, president of Bulova 
Watch Co., reports that not only will 
this year’s business be way ahead of 
last year but that it will be better even 
than 1929. Even though their case 
factory at Providence, and the movement 
factory at Woodside are working to full 
capacity, he is convinced that this year 
they will be oversold. 

This is attributed by Mr. Ballard to 
general business improvement, and 
specifically to the increased values that 
are being offered as well as increased 
advertising. Bulova this year has in- 
creased its broadcasting schedule to 
double the number of last year—104 
American statiens now being used. 


Lorenzo Van Allen 
ProviweNce, R. I., Aug. 15—Lorenzo 
Van Allen, wholesale jeweler of Wester- 
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Bulova Watch Co. Will Retire Preferred Stocks; 
Reports Bigger Business Than in Boom Year of 1929 


ly, R. I., and for many years associated 
with the manufacturing jewelry indus- 
try in this city, died last night at the 
Westerly Hospital. He had been seri- 
ously ill only a few days. He was born 
in Oil City, Pa., a son of Peter and 
Henrietta Van Allen. He first entered 
the wholesale jewelry business in Buf- 
falo, N. Y., moving about 1915 to this 
city, where he conducted the wholesale 
business and was interested in one of 
the large manufacturing concerns, until 
about seven years ago when he removed 
to Westerly. He has since maintained 
offices in that town. 

He was a member of Orpheus Lodge 
No. 36 of Masons and of the Turks 
Head Club in this city. He is survived 
by his widow, Mrs. Margaret (Reckin- 








tin) Van Allen, whom he married in 
Buffalo some forty years ago, and a 
daughter. 

Letter to the Editor 








Editor, 
JEWELERS’ CIRCULAR-KEYSTONE: 


I dropped into a local jeweler’s the 
other day to see what arguments were 
used in the selling of the _ recently- 
developed jewelry made by cementing 
asteriated quartz to a blue mirror back- 
ground. 

Imagine my surprise when I was told 





that this “substitute for the star sap- 
phire” was not only much cheaper than 
the popular star stone, but was indis- 
tinguishable from it. 

“Even a jeweler,” I was told, “cannot 
tell the difference unless he removes the 
stone from its setting—it even has the 
same hardness—why pay $2,500 for a 
star sapphire—when you can have the 
same thing for $75?” 

The jeweler was careful to keep the 
top of the stone which showed the star 
toward me, and not permit a side 
view of the colorless quartz, and, of 
course, I knew that sapphire has a 
hardness of 9 and quartz of 7. Oh, the 
foolishness of such “salesmanship” if it 
can be dignified by that term—and yet 
I suppose many laymen fall for just 
such bunkum. 

I have a full appreciation for the 
place synthetics, imitations and copies 
have in the scheme of things. . . . They 
are necessary for a certain class of 
people who cannot afford the genuine 
—but I cannot see why it is necessary 
for jewelers to commit certain suicide 
for the future of their industry by de- 
stroying confidence in the genuine and 
selling copies or substitutes as “just as 
good.” Their $75 customer of today may 
be able to spend $2,500 a few years 
hence, and if the desire for the genuine 
in jewelry has been destroyed that 
$2,500 will go for some other expendi- 
ture that will not benefit our industry. 

May these foolish ones mend their 
ways ere it is too late. 

Kenneth I. Van Cott, 
General Manager, 
Marcus & Co., Inc., New York. 





Platinum Price Advances 


to Six-Year High of $62 


an Ounce; Iridium Nearly Three Times Its May Level 


Skyrocketing to an official quotation of 
$62 an ounce, soft platinum late in 
August was almost double its price three 
months ago, and during the same period 
iridium soared from $55 an ounce in 
May to $150. Industrial demands, as 
embraced by the jewelry, electrical and 
chemical trades, are above the average 
of recent years, but the sharp rise in 
value of the two white metals is credited 
in great measure to speculation. 

The jewelry trade last year used ap- 
proximately 49 per cent of platinum 
consumption, for a total of 88,138 troy 
ounces. Threats of war have occasioned 
statements that several nations may 





nationalize platinum as they did during 
the World War. 

Official quotations for platinum and 
iridium during the last year follow, each 
quotation received during the last week 
of the month: 

Iridium 


Mo. Platinum 








Platinum Market 


Platinum prices as of Aug. 27, 1936, 
were officially quoted as: 


Peet ere re tee ececccccccsceses $62 
Containing 5% Iridium .........ccccece $66.50 
Containing 10% Iridium .............. $71.00 


Iridium 
Palladium 





New Interests in F. B. Rogers 
Silver Co. 


Controlling interest in F. B. Rogers Sil- 
ver Co., of Taunton, Mass., has been ac- 
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quired by Philip J. Bernstein, and Milton 
Bernstein. Mr. Philip Bernstein is vice- 
president of National Silver Co., of New 
York. The Rogers line is being materially 
augmented, and will be distributed ex- 
clusively through the jewelry trade. 





Prices of Silver Bars 


London New York 
Date Spot Official 
Ae: Oi circcewviier 19 9/16 44y% 
Mas  BOx 4 i. Qantvncee 19 9/16 44% 
Bil: De iveeShcseatekaa 19 1/8 44% 
RHEE  saacdtcceveeen 19 9/16 44% 








TIME CONCEPTS 
and TIME SENSE 















































AMONG MANY PEOPLES 


HIS is the story of one of the most celebrated contro- 
versies in the history of science which relates to the 
progress of observing and keeping time—The Galileo- 
Huygens controversy over priority in applying the pendu- 
lum to clocks. 

When the ship of progress attains an important dis- 
covery or invention a controversy is almost certain to 
crop up in its wake. To whom belonged the honor of this 
discovery? The history of science is full of disputes over 
priority, sometimes bitter, often prolonged, and sometimes 
seasoned with a spice of humor, but not often settled to 
the satisfaction of everybody. Not to mention smaller 
subjects or isolated items, we can all recall such disputes 
over geographic discoveries, wireless telegraphy, aviation, 
and other achievements. 

One of the most famous related to the application of 
the pendulum to the control of a clock movement. This 
was the first and greatest improvement upon early and 
inefficient clock mechanism. For nearly 300 years the 
verge, with its flange pallets, turned to and fro by the 
oscillating “foliot” or a balance ring was the only means 
of periodic check and release of escapement—the ever re- 
curring stop and start of the clock movement—and this 
oscillator owed the maintenance of its swing to the impulse 
which it received from the moving scape wheel. The best 











Black Forest clock, front action was erratic and the clock was not a good time- Vile Ghateetion dunes oh 

view, which has verge es- keeper. The near isochronism of the pendulum under the view of the verge escape- 

ote td on my anne restoring force of gravity was discovered, without question, 9 aed Lyng y hes 

pendulum clocks by Galileo Galilei (1564-1642) of Pisa, about 1582. His Forest clock Ghatreted. at 
discovery had a considerable influence in minor applications the left 


but was not immediately applied to clockwork. 


ORIGINAL PRE-PENDULUM CLocKs Now ArE Rare 


The great Dutch physicist Christian Huygens (1629- ad 
alll 1695), an ingenious inventor as well as a profound math- “6 
ematician and investigator, discussed with great ability 
the movement of oscillating bodies, and in the year 1656 
devised a method of controlling the movement of a clock 
by the periodic swinging of the pendulum. In 1657 he 
completed such a clock and published an account of it. 
It became popular at once and was so manifest and so 
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great an improvement upon the best clocks then in use 
that earlier clocks were rapidly and very generally con- 
verted into pendulum clocks, for this conversion required 
no difficult change in the general mechanism. Few pre- 
pendulum clocks, unconverted, are now in existence 
though converted ones are numerous and are interesting 
antiques. The honor of this greatest advance in clock- 
making is generally accorded to Huygens, dating from 
1656-1657. Later years were to show that Galileo’s at- 
tempt to accomplish this result deserved recognition al- 
though the same perverse fate that embittered his whole 
life had not failed to place its milignant hand upon this 
effort also. 

Galileo’s life was one of struggles and privations; he 
is one of the heroes of science. Late in life, broken in 
health, feeble and blind, but still mentally vigorous, he 
applied his powers to the problem of inventing a clock 
movement that should be controlled by a pendulum. This 
was in 1641, fifteen years before Huygens’ work on the 
problem. Galileo’s son Vicenzio was an expert mechanic 
who served as hands and eyes to his father. Under his 
father’s instruction he made drawings and began the con- 
struction of a working model. Before this was completed 
his father died (in 1642, at the age of 78 years), and 
work on the model was laid aside for seven years. 


GALILEO’s Son CoMPLETES MODEL 


Vicenzio then again took it up, and, according to trust- 
worthy accounts, completed it so far as essentials were 
concerned. It had a pendulum with a new form of escape- 
ment instead of the verge, and was in effect a clock, lack- 
ing only hands and a dial. Unfortunately before these 
were added and before Vicenzio actually applied the new 
escapement to a complete clock mechanism, he was taken 
ill and died. In a fit of delirium during his illness he 
destroyed the precious model and all the mechanical ap- 
pliances connected with it, but the original drawings 
escaped destruction. 

Vicenzio died in 1649. It was just in that year that 
he had resumed work on the ill-fated pendulum clock 
and, with the aid of a young locksmith, Domenico 
Balestri, had made the working model. With the death 
of Vicenzio the attempts to construct a pendulum clock 
from Galileo’s design again came to a halt. Vicenzio’s 
widow died in 1669. She had appointed Vicenzio Viviani, 
a long time friend of both her husband and herself, as 
her executor. Viviani had taken up the cudgels in efforts 
to establish Galileo’s right to distinction in the invention 
of a pendulum clock earlier than that of Huygens, and a 
good deal of ill-tempered. correspondence had passed on 
the subject, but valid documents supporting this claim 
were not forthcoming until after his (Viviani’s) death 
which occurred in 1703 when he was eighty-one years old: 

He had kept his papers, including also those of Galileo 
and Vicenzio that had come into his hands from Vicenzio’s 
widow, secreted in a grain bin in his house in Florence— 
hidden presumably because of fear that if they came into 
the hands of the Roman Inquisition he would be com- 
promised and perhaps endangered as a supporter of the 
heresies which Galileo had been forced to recant. The 





Below — Huygens’ 

original mode of ap- 

plying a pendulum, 

with verge escape- 
ment 














by 
DANIEL WEBSTER HERING, 
Ph.D., C.E., LL.D. 


Curator of the James Arthur Collection of 

Clocks and Watches, New York University. 

-— (Sixth Annual James Arthur Lecture on 
Time and its Mysteries) 


papers never came to light until the death of Viviani’s 
nephew and heir in 1737. 

The nephew’s. heirs, ignorant of the importance of the 
papers, sold the whole batch by weight to a pork butcher 
in Florence who used them for wrapping-paper! One of 
them fell into the hands of Clemente de Nelli, a Floren- 
tine senator, who was an enthusiastic devotee of Italian 
scholarship, and who recognized in this dingy wrapper a 
letter of Galileo’s. 

Spurred by this discovery he succeeded in gaining pos- 
session of all that remained of the papers. This was in 
1739. Even de Nelli failed to detect the clock paper or, 
at any rate, to perceive the importance of it. It remained 
unrecognized for 117 years longer until, in 1856, the 
Italian historian Eugenio Alberi, searching once more 
through these old papers, just as we may imagine graduate 
students today digging among the musty manuscripts in 
the Bodleian or other repository of early documents, 
Alberi found obscurely folded among them Vicenzio’s 
original drawing, 242 years after it was made, 207 years 
after the model had been. made, and exactly 200 years 

(Please turn to page 163) 
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IS LOST MONEY | 


OLD GOLD 


can be converted into cash promptly, 
accurately and profitably when you 
ship to 


DEE & CO. 


You can buy old gold, silver and plati- 
num from people who pass your place 
of business. 


GET A DEE SIGN 


for your window 


Bring people into your store where 
you can make profitable sales and 
build good will. 


DEE CHECKS SATISFY 


Send us a trial lot 
We can prove it 


SMELLERS > REFINERS 


55 E. WASHINGTON ST. CHICAGO 
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In PHILADELPHIA 





ee three generations distin- 


guished visitors to Philadelphia have preferred 
the comforts of this hotel. ..its noted cuisine... 
and the spirit of its service. Rates begin at $3.50. 


BELLEVUE STRATFORD 


One of the few Famous Hotels in America 














CLAUDE H. BENNETT, General Manager 
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Time Concepts 
(From page 161) 


after Huygen’s invention. Galileo’s invention antedated 
Huygens’ by seven years, but it had not been put into 
actual practice. The credit for that belongs to the latter 
inventor. 

The original participants in the great controversy had 
long passed away, but from this early drawing and from 
Viviani’s record of explanations given to him by Vicenzio 
Galileo in conversation, models have since been constructed 
and placed in museums. The drawings have been repro- 
duced in recent times and are now becoming familiar 
to students of this subject. 


Wuat GALILEO’s ACTUAL INVENTION Was AND How 
THE Two INVENTORS APPROACHED THE PROBLEM 


Galileo’s actual invention was an escapement of the 
type that is now characterized as a “pin wheel escape- 
ment.” A form differing somewhat from that but similar 
in principle was invented in 1753 by Jean André Lepaute, 
clockmaker to the King Louis XV, and has been used to 
some extent but never acquired the popularity of the 
anchor escapement which first displaced the verge, and 
to which Huygens’ invention was directly applicable. 
Several examples of the pin wheel escapement are in the 
James Arthur Collection, among them some fine ones in 
clocks built by Mr. Arthur. 

A remarkable feature of this whole history is the atti- 
tude of the two great scientists toward the problem which 
they attacked. They approached it from exactly opposite 
directions. Galileo started with his pendulum and made 
a clock movement that should be controlled by it; Huy- 
gens took the clock as it was and invented a device by 
which the pendulum should control it. And both suc- 
ceeded! I do not know how many specimens of the 
Galileo model have been made but I know of three now 
in existence: one in the Science Museum in South Kens- 
ington, London; one in the Museum of Science and In- 
dustry in New York City; and one in the James Arthur 
Collection at New York University. 


James ARTHUR COLLECTION AcQuiRES Copy OF 
GALILEO’s Move. 


On assuming the duties of Curator of The James 
Arthur Collection in 1927 I felt a great desire to add 
such a model to this collection and I resolved that if or 
when we reached the point of employing a competent 
mechanic to do our necessary work of constructing, re- 
pairing and restoring, the making of such a copy of 
Galileo’s invention should be one of his tasks. In a trip 
to London in1933 I visited the Science Museum at South 
Kensington especially to see the model there in operation, 
which they had built from these early drawings and docu- 
ments. Fascinated by it I was more than ever desirous to 
have one of our own. Early in the following Spring, 
1934, The New York Museum of Science and Industry, 
at that time located in the News Building at 220 E. 42nd 


Right—Model of clock move- 

ment with pendulum and pin 

wheel escapement. Designed by 

Galileo Galilei (1641-1642). 

Completed by Vicenzio Galilei 
(1649) 











Above—Very early pre-pendu- 

lum clock with oscillating bal- 

ance ring instead of ‘‘Foliot” 
just below the bell 





St., arranged a special display of timekeeping devices, 
early and recent, which they placed on exhibition from 
April to June, 1934. It included a fine reproduction of 
the Galileo model which the Museum had had con- 
structed by one of their mechanics under the skilful di- 
rection of the Museum staff. It was the counterpart of 
that at South Kensington and was so fine that I asked 
the Museum authorities to make one for us as we still 
had no mechanic or facilities for such work. The Di- 
rector, Dr. Charles Russell Richards, very generously con- 
sented and under the guidance of E. T. Schwarz and 
John Broomfield of the Museum’ staff, their mechanic 
Arthur Lindig, who had made their own model, built one 
for us. The general economic depression caused the Mu- 
seum to contract its activities somewhat and to dispense 
with some of its employees, and Mr. Lindig has been en- 
gaged as mechanic for the James Arthur Collection. 
This second model made by him is one of the most valu- 
able accessions to the James Arthur Collection. 

It is an exact copy of Galileo’s in design, size and mode 
of action, though the number of teeth in the gear wheels 
is somewhat different. It is perhaps the most satisfactory 
contribution to a controversy that stretched over a space 
of more than two hundred years and, with its strange 
story, it is as nearly a final answer to the great dispute, 
I think, as is likely to be reached. 


AutHor’s Note:—An account of the controversy in greater detail is em- 
bodied in the chapter entitled ““The Romance of the Pendulum” in J. 
Drummond Robertson’s recent book “The Evolution of Clockwork” to 
which I am indebted for many of the above particulars. 
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Jewelers’ Sweepings. Each ship- 


The above picture is a section of our PLANT, showing two skilled employees reducin 
r needs of each delivery. 


ment is processed individually in furnaces of various sizes to suit the pertiouta 


E A STER SMELTING & REFINING CORP. 


107-109 W. Brookline St. Boston, Massachusetts 
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PROMPT and ACCURATE REFINING SERVICE 
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Spyco Returns on all types of | 
Old Gold—Jewelry, Filled and | 
Plated Scrap, Filings, Grind- | 
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promptly on the basis of either | 


WATCHWORK 
JEWELRY 





Dept. C 





BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


STONE SETTING 
ENGRAVING 


Peoria, Ill. 








exact assays or of careful es- | 
timates by experienced esti- | 
mators, as you desire. 


Checks based upon esti- | 
mates are forwarded the | 
day shipments are re- | 
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SPYCO 


Smelting & Refining Co. 
Minneapolis Minn. 
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quire additional time but 
insure maximum returns. 


Old Geld brings potential 
customers into your store. 
Stickers like that illustrated, 
attractively printed on gold 
stoek, when used on invoices 
and statements have been ef- 
fective in bringing old gold 
as well as customers into stores. 
A supply will be sent on re- 
quest. 
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New Zone Time Dial 


pew practical value of any scientific article is in its 
adaptability to human needs. Many fine examples of the 
clockmakers’ art adorn our city streets that purport to 
tell time around the world; but as they are a series of 12 





Its 12 hands are half red, half black to denote world’s 24 time zones. 


hour dials there is no way of telling A.M. and P.M.; they 
are more ornamentally interesting than practical. S. P. 
Dayton, well-known horologist of Los Angeles, Calif. and 
Dwight W. Smith, optometrist, of Chicago, IIl., for the 
past five years, unknown to each other until about one 
year ago, had been working along exactly the same lines; 
with the result that they made a simple aluminum disk 
with 12 split hands, half red and half black, representing 
the world’s 24 standard time zones; the black hands have 
the principal city in each of the zones printed or etched 
alongside the hand, and the twelve red hands, each of 
which have their respective principal city in red, are 12 
hours opposite the parallel black hand. One minute-hand 
gives the correct minute for each of the 24 hour hands. 
Thus, if it is 3:15 P.M. in New York, the parallel red 
hand being Singapore it would be 3:15 A.M. there and as 
the A.M. or P.M. over several zones is always known, this 
is the key that makes standard time easily readable around 
the world. When it is 3:15 A.M. in New York, it is 3:15 
P.M. in Singapore tomorrow as Singapore is west of the 
International Date Line, plainly shown on the dial. This 
disk is fitted friction tight on the sleeve of a regular clock 
hour hand and revolves every 12 hours with it, and with- 
out change of the dial train. The hour hand as shown 
in the cut may be left in position making local zone time 
easily readable. Nearly all the world’s principal short 
wave stations operate on standard time and legions of 
radio fans will welcome it as will stock brokers, aviators, 
transcontinental railroads and steamship lines. 





Presumably taking two engagement rings valued at $70 
and $33 to the door to show a friend, a thief raced from 
the store of Hess & Culbertson, Ninth and Olive Sts., 
St. Louis, and disappeared up the street. 
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Ancient Clock in Montpelier, Vt., State House 
Depicts English Royalty and Aides 


By WiLu1am Lams 


Hist ORICAL figures of the reigns of two English 
sovereigns, Queen Anne, last of the Stuarts, and 
George I, first of the Hanovarians, are represented in the 
decorations of an ancient clock, which is the center of 
interest in the reception room of the State House at 
Montpelier, Vt. 

The elaborate case of the clock is of carved oak, is 14 
feet high and four feet wide, and was carved by George 
Humphries, ‘case maker for the Worshipful Company,” 
who is said to have worked on it for 18 years immediately 
prior to 1720, the last dozen years of the reign of Queen 
Anne and the first six years of that of her successor. 

Upon the door of the clock is the figure of Queen Anne, 
holding in one hand the orb, and in the other hand the 
scepter, symbol of English royalty. Beneath this figure is 
the coat-of-arms of England. 

A large figure near the top, at the right as you face the 
clock, represents the Duke of Marlboro, who was the 
head of England’s army during the reign of Queen Anne, 
and the other figure, at the left, represents the Archbishop 
of Canterbury, who was her highest church dignitary. 

The faces of the two figures below these and opposite 
the door of the clock represent the court jesters, and are 
said to be those of two men who were opposed to Queen 
Anne’s government. The two coats-of-arms directly below 
these figures undoubtedly represent the families of which 
they were members. 

On the base of the clock is a life-sized bust of King 
George I, who succeeded to the throne upon the death of 
Queen Anne. On the left of this figure is a shield bearing 
the lion rampant, which is the coat-of-arms of Queen 
Anne’s family. The opposite shield bears the double- 
headed eagle, the coat-of-arms of the royal house of 
Hanover, of which King George I was a member. 

The other faces and figures upon the clock are un- 
known at the present time. 

Mechanically, the clock is interesting. Its works are of 
brass and are thought to be of Flemish origin. On the 
face are indicated the phases of the moon, and the day, 
date and month of the year. There are two sets of chimes, 
one playing the quarter hours and the other an old English 
tune on striking the hours. Among these tunes are “Auld 
Lang Syne,” “Johnny’s So Long at the Fair,” “Annie 
Laurie,” “Jennie Jones,” “The Minstrel Boy,” and “Old 
Hundredth.” 

The clock was purchased at Chester, England, by Gov. 
Percival W. Clement just previous to the World War, 
but was not brought to this country until after the Armi- 
stice. At the time of the purchase he proposed placing the 
clock in the Hotel Woodstock, New York, which he then 
owned, but before the clock reached America he had 
disposed of his interest in the hotel, and the clock was 
brought to the State House. 





Charges that Japanese and Czechoslovakian manufac- 
turers are already selling coronation souvenirs in the 
British Isles cheaper than the cost of raw material to the 
British jewelers have been made by various British jewel- 
ers’ and silversmiths’ associations. 












Ruthenium — Rhodium — Osmium — Silver 


Platinum in all degrees of hardness 


Platinum and Gold Solders 


Stamped with the K & L guarantee of Quality 


Kastenhuber & Lehrfeld 


24 JOHN ST. 


NEW YORK, N. Y. 


We solicit your Sweeps — Filings — Scrap Gold and Platinum — A reliable dealer is your only protection 











For September and October. A SPECIAL SALE of 2000 gross FINISHED 
BALANCE STAFFS for Swiss watches and imitation staffs for Elgin and 
Waltham watches. Also Stems for Swiss watches. 
Per dozen of ONE size 
Staffs per gross of ONE size 
Stems per gross of ONE size 
Assortments of Balance Staffs or on for either (A.S.) or BULOVA or 
GRUEN watches from Baguette to (0'/2 ligne. Each assortment cones 
12 different models. Fer im SF Sc cccdeswesnccsesuved 1.00 
The same assortments in 6 dozen 1.75 
Balance Staffs for Swiss sintie, 24 separate models, from 2'/2 ligne 
Baguette to 13 ligne or only Baguettes from 2'/2 to 4% ligne. 
dn sin 55 chen se bene otee ees vesas 


$2.00 
All assortments are boxed in attractive cabinets, each size and model par- 
titioned and containing gelluloid rust-proof bottles. 


rr rr Sr so. sete cbnnsense6sceneeseesds $175 
HOLE JEWELS for American watches, per dozen ...............0c0cc ccc eeeee 75¢ 
pose JEWELS for Swiss watches assorted from 4'/. to 10/2 ligne, per gross... .$1.50 
From 10/2 ligne to 12 size pocket watches, per gross................00eeceeeee 1.25 
HANDS, steel blue, fine finished for Swiss bracelet watches from 5 to 5% ligne 
or 6 te o% ligne. Per dozen pairs om @ Card..........ccceeccccccceeee 35¢ 
The same in Minute hands only, 2 dozen on a card.............ccccceececeeueee 40¢ 
Assortment of popular sizes and models in CROWNS, white, yellow and chromium 
trom ] te 10> ligne. A hox containing 100 Crownms......... 1.15 





Shipped C. O. D. or against payment in advance. 
Postage charged for orders less than $10. 


H. KURI - 37 Maiden Lane - New York, N. Y. 


(Established since 1916) 








DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 
by R. J. Rocers, F.G.A. 
Price $1.50 Postage Paid 


This new book of all gems gives complete definitions of 
every stone used by jewelers from Achates (ancient name 
and origin of Agate) to Zircon and Zonochlorite with their 
specific gravity, chemical composition, crystallographic 
origin, hardness, refractive index, etc. 





It is a valuable ready reference list for the retail jeweler, 
manufacturer, importer and lapidary. 


Cloth bound, 58 pages, 7 x 5% inches. 


The Jewelers’ Circular-Keystone 
239 West 39th Street New York City 
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"AT YOUR SERVICE” 





tt NEW YORK CITY 


Say "Hello" to a Good “Buy!"—pick the modern, 26 story 
Hotel Piccadilly and enjoy maximum comfort at minimum cost. 
In the center of Times Square's glamour . . . yet removed from 
its clamor. Within 4 minutes’ walk of “Radio City,” 69 thea- 
tres, and the Jewelry District. One block to all transit lines. An 
international patronage is your guarantee of satisfaction . 


Cool, quiet, charmingly furnished rooms, with private baths 
showers, circulating ice water, "sleepyhead” 
beds and all up-to-the-minute conveniences. 


Daily rates begin as low as: 


$950. $350 


Write for reservations. Ask for free * "Guide-Map” 
and "1,001 Facts about N. Y." 
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WORKSOP WCOITES € QUIFIRITIES. 





GE OF THIS WATCH—A customer of ours has 
asked us to obtain for him any information we can 
about the age and value of a watch engraved: “Tremont 
Watch Co., Boston, No. 9562”—an 18 size movement 
in silver case. Please advise what we may tell him. 


(Question No. 5013.) A. J. 


Answer—This Tremont watch is very interesting, 
and for two reasons may be considered valuable and rare, 
from the collectors’ viewpoint. In the first place, the 
Tremont Watch Company was in existence only for 
about two years of active business—1865 and 1866— 
and the other fact of interest is that the company was 
organized and managed by Aaron L. Dennison, “the 
father of American watchmaking.” Dennison conceived 
the idea of standardizing the dimensions of parts of 
watches, using machinery for as many of the operations 
as possible, and organizing manufacture in the way it is 
conducted today. He was the founder of the present 
Waltham Watch Company (1853); and superintended 
its operations until 1862. In 1864 he organized the Tre- 
mont company, which made watches, strangely enough, 
combined of some parts made in Switzerland and some 
in the Tremont factory at Boston. After running in 
1865 and 1866, the Tremont factory was taken over by 
the Melrose Watch Co. at Melrose, Mass., which failed 
in 1868. Dennison moved to England, and founded at 
Birmingham the great present-day industry of The Denni- 
son Watch Case Co. He was also the founder of another 
great American industry, the Dennison Mfg. Co., makers 
of tags and merchandising supplies, at Framingham, 
Mass. Aaron Dennison died in England in 1895. 


LOCK CASE—We have in our shop a marble clock 
case that is broken; and several kinds of cement and 
glue that have been tried, will not hold the pieces to- 
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gether. Is there any special cement that can be depended 
upon for repairing broken marble? (Question No. 5014.) 
C. & E. 


Answer—There is a special cement, used by marble 
workers for repairing broken pieces, that is made as fol- 
lows: 

Mix together thoroughly 4 parts of powdered gypsum 
and 1 part powdered gum arabic. On a jewelers’ borax- 
slate, rub down lump borax with cold water until it is 
about as thick as cream. Into this borax-water, stir the 
powder previously mixed, until the mass is about the con- 
sistency of a thin plaster. The important thing next 
needed is to clean every trace of glue or cement previously 
applied, from the marble surfaces. Then spread the new 
cement thinly over both of the broken surfaces. Clamp 
or tie the pieces firmly together and leave them undis- 
turbed for two or three days. After that, if the job has 
been carefully done, it will be as strongly united as if 
unbroken. 


UN-DIAL—I own a combination sun-dial and com- 
pass, very old, that was evidently used as a portable 
timekeeper. What can you say about the history of such 
timepieces? How could I best find a buyer for mine? 


(Question No. 5015.) W. O. W. 


Answer—Portable sun-dials were used at least as 
early as the beginning of the Christian era; one of these 
was found in the ruins of Herculaneum (near Pompeii) 
which was buried in volcanic matter during the great 
eruption of Vesuvius in 79 A. D. These sun-dials had 
come into common use by the sixteenth century, when 
watches began to displace them because of their advantage 
of telling time even when there was no sunshine. Most 
of the portable sun-dials, obviously the more inexpensive 
ones, had no compasses for orientation; the better ones 

























Wasnt 
SANDERS 


Manufacturers would 
not recommend us to 


their friends if they 
were not satisfied 
themselves. 


SWEEP 


SMELTERS 
BIRMINGHAM, ENG. 


LLL LL TUTTE 


DISTINCTION 


The Willard served as the official 
White House when President and 
Mrs. Coolidge lived here for a 
month during his administration .. . 
With its modern facilities, the Wil- 
lard retains all the tradition exclu- 
sively its own. 
Single Rooms with Bath $4 up 


Double Rooms with Bath $6 up 


The 
AIR CONDITIONED 
Dinles song) one WILLARD HOTEL 
tail Lounge, Round “Residence of Presidents’’ 
Robin (Men‘sGrill), 
Coffee Shop. WASHINGTON, D. a. 
H. P. Somerville, Managing Director 
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James L. Hand 


America’s Leading Jewelry 
Auctioneer 


87 Nassau Street 
New York, N. Y. 


Phone, COrtlandt 7-8693 
Cable Address, Hand-Sale, New York 


STRICTLY ETHICAL AUCTIONS 
Conducted for Jewelers 


Executors, Trustees, Receivers, Banks, Trust Companies, 
United States and Canadian Courts. NO STOCK TOO 
LARGE OR TOO SMALL. Write for “HAND” book on 


Auctions. 
INQUIRIES TREATED CONFIDENTIALLY 














Save Oxygen! 


Send us your regulator for overhauling. 
Your savings will quickly repay our 
small charge. We'll lend you one to use 
meanwhile. 


Ask about allowance 


toward getting new model. 
Hoke Inc. 122 Fifth Ave., New York City 























Ball-bearing 
l-year guarantee 





Heavy duty, ball-bearing motor; 1/6 h.p.; 2 speeds; accom- 
modates standard jeweler’s chucks. 
1-YEAR GUARANTEE. 

Price, without chucks. ..........secee- $2 5-00 
BALDOR ELECTRIC CO., 4374 Dunean Ave., St. Louis, Mo. 


POLISHING LATHE 













Where to STOP 
When you GO 
to New York 


Smart Park Avenue is only a block away 
from your hotel when you stop at the Lex- 
ington. And the Lexington is convenient 
to other famous New York sights...Radio 
City, Times Square, the famous Fifth Ave- 
nue shops. You'll enjoy your visit to the 
Lexington...801 modern rooms from $3 a day. 


HOTEL LEXINGTON 


48TH STREET AT LEXINGTON AVENUE - NEW YORE 
Charles E. Rochester, Manager 

Directed by National Hotel Management Co., Inc. 

Ralph Hitz, President ¢ Hotels Book-Cadillac, Detroit, 

Netherland Plaza, Cincinnati; Adolphus, Dallas, 

Van Cleve, Dayton, and Nicollet, Minneapolis 
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had compasses, and of course are now more rare and 
valuable. It is a quaint commentary on the accuracy of 
the earliest watches that some of them were made with 
the addition of a sun-dial, which reminds us of the early 
electric light fixtures with gaslight combined, ‘“‘to make 
sure’! But the sun-dial, with or without the combina- 
tion of a watch, went out of use, after the introduction 
of the fuzee and other timekeeping betterments during 
the sixteenth century; and few if any portable sun-dials 
were made after about 1650. By this we mean the in- 
struments of early times, that would have value as an- 
tiques. In a different class of course are the thousands of 
pocket sun-dials that were made for and sold by a 
swindler some years ago, advertised in cheap periodicals 
as “a beautiful timepiece,” etc., etc., sent by mail upon 
receipt of money order for $2; legally this was a time- 
piece, and the suckers caught had no remedy at law, even 
though they thought they were sending their money for a 
watch. An antique dial is readily recognized by its 
craftsmanship and design. The best way we can suggest 
to find a buyer it to advertise the piece for sale in the 
classified columns of THE JEWELERS’ CircuLaArR-Key- 
STONE. 


ATCHES—Why do some watches need to be 

shaken to start them going after winding up? I 
notice some high grade watches need this; and on the 
other hand, some cheap watches do not. Should all 
watches start off without shaking? I mean, new watches, 
and watches just repaired? (Question No. 5016). S. S. 


Answer—This is a much more interesting question 
than appears on the face of it. The answer involves im- 
portant facts concerning not only basic design and prin- 
ciple of action of escapements; but also takes in the 
everyday repair and adjustment of lever escapements. 

The very reason why the lever escapement, instead of 
the chronometer escapement, has become established by 
experience as best for pocket timepieces and wrist 
watches, is because it has within its designing what in- 
sures its starting up, after a stoppage, without needing 
to be “shaken.” Let a watch with lever escapement run 
down so there is no power in the escapement, and if the 
watch is “in beat’ as it should be, the lever will stand at 
rest just midway between the bankings. Now examine 
whichever of the escape-wheel teeth is in contact with 
either pallet stone; or move the wheel until a tooth 
touches a stone as far as it can go without moving the 
pallet at all. You will see that the tooth is resting on 
the lifting-plane of a pallet; so that if power is now ap- 
plied, it will start the balance moving, and the watch 
will start running. A chronometer escapement, on the 
other hand, anytime it has come to rest, cannot be started 
by power from the escape wheel, even if power is ap- 
plied sufficient to break the parts; because the power is 
applied to the detent instead of to the balance. It is this 
that has prevented the chronometer escapement’s use in 
watches, even though it is superior in timekeeping prin- 
ciple to the lever escapement. The chronometer escape- 
ment must be started, after stoppage, by moving the bal- 
ance, which is equivalent to “shaking” a watch. 

Any watch with lever escapement, if properly designed, 
and in good order, will start running without shaking, if 
external motions cause stoppage; or as soon as it is wound 
up after it has run down. Failure to do this would indi- 
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cate one or more of the many faults possible in adjust- 
ment or condition of the mechanism. 


Eateries HEARING—I am hard of hearing, 
and have difficulty in hearing the “beat” of a clock. 
Can you suggest any way to overcome this? Also—what 
is your opinion of these instruments for regulating 
watches quickly by showing the number of beats per 
minute? (Question No. 5017.) FE ms 2 


Answer—Usually one who is hard of hearing can 
count the beat of a clock, and determine by sound whether 
the clock is “in beat,” by pressing a stick of wood against 
the clock case, and holding the other end of the stick 
between his teeth. Then the vibrations of the escapement 
are communicated through the bones of the jaws, inde- 
pendently of the ear-drums, in the same manner as by 
use of the instruments sold to enable deaf persons to 
hear. These instruments employ an amplifying principle 
also, which the simple stick suggested would not include; 
but unless one is very deaf, the amplifier may not be 
needed. The instruments for quickening the regulation 
of watches, are successful for their purpose. The various 
makes and prices may be learned from advertisements in 
Tue JEWELERS CirRCULAR-KEYSTONE, or by writing to 
your watchmakers’ supply dealer. 


WISS WATCH—A customer of ours has a Swiss 
watch that he thinks is of more value than just for 
the gold in the case. On the inside cap is engraved the 
following: “Chas. F. Tissot & Son, Locle, Switzerland. 
Observation Timepiece. Double Time. Independent 
Seconds. N.2094. 21 Ruby.” Kindly give us your opinion 
of the value of this watch as an antique piece for sale to 


some watch collector. (Question No. 5018.) te 


Answer—tThe firm of Chas. Tissot & Son was 
founded in 1853. They are still in business at 24 and 28 
Beau Site, Le Locle, Switzerland. You could no doubt 
learn the exact age of your customer’s watch by sending 
a description of it to the Tissot firm at the above address. 
Concerning the value of this watch from the collectors’ 
viewpoint, we are obliged to say that this would be little 
if anything more than the value of the gold in the case; 
because the watch is at the most not very old; and 
watches of the type described are not rare; there are many 
of them in existence. 


ARGEST CLOCKS—Will you be good enough to 

give me the size of the largest clock in the world; 

and that of the second largest; and where they are lo- 
cated? (Question No. 5019.) C. P. M. 


Answer—The largest clock in the world is the one 
at the plant of Colgate & Co., at Jersey City, N. J., 
which has a dial 50 feet in diameter. The second largest 
clock is at the Colgate plant in Jeffersonville, Indiana, 
with a dial 38 feet in diameter. This clock was formerly in 
the place of the 50-foot clock at Jersey City. The Seth 
Thomas Clock Co., Thomaston, Conn., made both of 
the Colgate clocks. 




































Special Notices 


Payable invariably in advance. 

Rates under all headings except 
“Situations Wanted” $1.50 for first 25 

Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
—_ 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 

Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of wand _ containing their adver- 


Special notice forms close 20th of 
month. 

Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 

In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 

To avoid unnecessary corres pon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, Sc. for each additional word; 
minimum charge, 75c. 








EXPERIENCED young watchmaker, de- 
sires position ; a furnished. Ken 
Cox, West End, 5 





HIGH GRADE WATCHMAKER, fair en- 
graver, ordinary jewelry repairing, all 





around man. Address “R., 5037,’ care 
Jewelers’ Circular- Keystone. 
STENOGRAPHERS, BOOKKEEPERS, 


typists, clerks furnished, no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





RETAIL SALESMAN, married, experi- 
enced in cash and credit jewelry stores: 
good references. Address “D., 504 2,” 
care Jewelers’ Circular-Keystone. 





EXPERT letter-engraver, also consider- 
able experience as watchmaker; per- 
manent. Address “N., 4927,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, capable and experienced 
on high grade work; married; will go 
anywhere. Address “B., 4944, ” care 
Jewelers’ Circular-Keystone. 





IF YOU ARE IN NEED of a watchmaker, 
jeweler or optician, write to Henry 
Paulson & Co., 37 So. Wabash Ave., 
Chicago, Il. . 





XMAS IS COMING and here’s a retail 

man of unusual selling ability to help 
you reap a harvest. Address “W., 
4937,” care Jewelers’ Circular-Keystone. 





COMBINATION watchmaker, engraver, 
stone setter, Bradley trained; two years’ 


experience; age 20. A ddress George 
Sourbier, Meade, Kansas. 





DIAMOND SETTER, capable, all-around 


man, wishes steady position. Address 
4900,’’ care Jewelers’ Circular- 
Keystone. 





BOOKKEEPER, TYPIST, full charge, 
several years’ wholesale experience; 
references. Address “O., 4899,’’ care 
Jewelers’ Circular-Keystone. 





EXCEPTIONAL SELLING ABILITY is 
the order of the day; 25 years’ success- 
ful sales experience at your service. 
Shall I call? Address “F., 5041,” care 
Jewelers’ Circular-Keystone. 





YOUNG LADY, bookkeeper, stenographer, 
nine years’ thorough experience, com- 
plete charge jewelry office, closing books, 
profit and loss statements. Selma Bard, 
552 Barbey St., Brooklyn, N. Y. 





LET’S GET ACQUAINTED if you can 
use a credit store manager, one of pro- 
ductive and executive ability. Address 
“L., 4986," care Jewelers’ Circular-Key- 
stone. 





FIRST CLASS jewelry jobber and en- 


graver, 20 years’ experience; best ref- 
erences; salary reasonable. Address 
“D—D., 4974,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, competent and expedi- 
ent, 20 years’ bench experience, four 
years last position with large concern ; 
good reference. Address “D., 4670,’ 
care Jewelers’ Circular-Keystone. 





JEWELER would like position on die 
made rings, special order work and 
yaa with reliable firm. Address 

«a 967,” care Jewelers’ Circular- 
slices. 





A PRODUCTIVE MAN seeks position as 
salesman in active cash store located in 
a principal city; ideal window-man. 
Address “J., 4984,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG MAN, WATCHMAKER,, experi- 
enced, school trained, wishes position ; 
references ; New York, vicinity or East- 
ern part of country. Address “G., 4980,” 
care Jewelers’ Circular-Keystone. 





A SALES MINDED MAN of high calibre, 
now employed, desires connection with 
active installment jewelry chain; loca- 
tion is immaterial. Address “K., "4985, “a 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, American, 20 years’ ex- 
perience, desires position where high 
grade work is demanded; front bench 
or shop; real references. Address “C., 
4969,” care Jewelers’ Circular-Keystone. 





YOUNG LADY, many years’ experience 
with jobbing jewelry line, desires posi- 
tion in order and repair department. 
Address “B., 5025,’’ care Jewelers’ Cir- 
cular-Keystone. 





THOROUGHLY EXPERIENCED clock 
repairer on all types of foreign, Ameri- 
can and antique clocks; will go any- 
where. George C. Schlicke, Long Island, 
Boston Harbor, Mass. 





WATCHMAKER, experienced, also do 
ordinary jewelry repairing and engrav- 
ing; has some tools; can furnish good 
reference; prefer salary basis. W. C. 
Harmon, Brock, Nebr. 








COMBINATION MAN, first class, watch- 
maker and jeweler, expert on small 
bracelet and railroad work; engraver and 
diamond setter; best references. Ad- 
dress W. C. Flautt, Frederick, Md. 


WATCHMAKER, two years’ experience, 
age 22, single; estimating experience: 
good reference; small salary to start. 
Address “‘J., 5005, ” care Jewelers’ Cir- 
cular-Keystone. 





STORE MANAGER AVAILABLE; pos- 
sesses thorough knowledge of the in- 
stallment field; will consider $45 a week 
to start; available now. Address “G., 
4998,’’ care Jewelers’ Circular- Keystone. 





ENGRAVER, first class letter and orna- 
mental, 20 years’ experience, desires 
permanent position; will go anywhere, 
George Whitchurch, 516 Brook Store 
Bldg., New Bedford, Mass. 





RETAIL SALESMAN, credit store, inside 
and outside selling experience, neat, age 
29, desires connection outside New York 
City; best references. Address “‘V., 
5022,” care Jewelers’ Circular-Keystone. 





EXPERT Swiss and railroad watchmaker, 
number of years of experience, capable 
to assume full charge watch depart- 
ment; best references. Address “O., 
4997,”’ care Jewelers’ Circular-Keystone. 





BY WATCHMAKER, ENGRAVER, com- 
bination; percentage basis; prefer Cen- 


tral New York States; experienced; 
ea. Hervieux, N. Fairhaven, 





SALES PRODUCER, able to close ‘‘T.0.” 
cleanly, experienced in finer type credit 
store management, seeks change; re- 
sponsible position only. Address “E., 
4877,” care Jewelers’ Circular-Keystone, 





FIRST CLASS general letter and mono- 
gram engraver, also heraldic work; 
South preferred; best references. Ad- 
dress “K., 4921, * care Jewelers’ Circu- 
lar-Keystone. 





WATCHMAKER, 25 years’ experience, 
wishes position with reliable concern 
where good work is appreciated. Ad- 
dress “K., 4914,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN-manager-buyer, credit jewel- 
ry experience, executive ability; diver- 
sified line; alert, aggressive. Address 
“F., 4908,” care Jewelers’ Circular-Key- 
stone. 





YOUNG MAN, clerk, age 24, experience 
seven years, wholesale and manufactur- 
ing concern; references Al. Address 
“E., 4907,” care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, SALESMAN, desires 
permanent position retail store; 12 
years’ experience; good estimator; best 
references. Address “Z., 4939,” care 
Jewelers’ Circular-Keystone. 





OPTOMETRIST, registered in Texas, ex- 
cellent refractionist and adjuster; can 
also do watch repairing; ten years’ ex- 
perience. Address “O., 4958,” care 
Jewelers’ Circular-Keystone. 





CASH STORE SALESMAN, young man 
of clean record and pleasing personal- 
ity ; knows merchandise and how to get 
the cash. Address “J., 4952,” care 
Jewelers’ Circular-Keystone. 





CRACK SAI ®SMAN seeks connection 
with expancing credit chain; knows the 
business from every angle; ‘weekly sal- 
ary to start, $55. Address “E., 4948,” 
care Jewelers’ Circular-Keystone. 












A CAPABLE MAN seeks positions as 
salesman in a high grade store which 
now operates on the installment plan. 
Address “G., 4950,’ care Jewelers’ Cir- 
cular-Keystone. 
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JEWELRY SALESMAN seeks connection 
with recognized installment chain; ac- 
tive man of outstanding ability and in 
the prime of life. Address “V., 4936,’ 
eare Jewelers’ Circular-Keystone. 





WANTED, WATCHMAKER, light jewel- 
ry and clock repairer, salesman and 
window decorator, graduate of Bowman 
Tech.; seven years’ experience; 27 
years of age, single. Dabney S. Orr, 
Glade Spring, Va. 





TOOL DIE MAKER, die sinker, experi- 
enced jewelry, watch cases and watch 
manufacturing dies of small type, seeks 
steady work with good house; age 33 
years. Address “A., 4626,” care Jewel- 
ers’ Circular-Keystone. 





YOUNG MAN, jewelry experience, wishes 
position with better class loan office to 
learn business; low salary, go any- 
where: excellent references. Address 
“7., 4966,” care Jewelers’ Circular-Key- 
stone. 





GRADUATE of watchmaking school, de- 
sires permanent position ; steady 
worker; character and habits good; 
single, age 21; have tools; high school 
graduate; state salary to start. Fran- 
cis Hunt, Richmond, Mo. 





MARRIED MAN, 29, pleasing personal- 

ity, sober; Bradley trained, watchwork, 

engraving, jewelry repairing, stone set- 

ting; good references; available Sep- 

—* 21. Geo. Parks, Vernon Center, 
nn. 





WATCHMAKER, 20 years’ experience, 
baguette, railroad watches, light jewel- 
ry, clock repairing, trade shop experi- 
ence, sales ability, estimate: state 
salary. ‘Watchmaker,” 2227 Washing- 
ton St., Dubuque, Iowa. 








CERTIFIED WATCHMAKER, age 24, 
married, seven years’ experience, now 
employed, desires better position with 
chance for advancement; references; 
state salary. Address “O., 4991,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, 15 years at bench; rail- 
road watch inspection, finest baguettes ; 
sales ability; neat appearance, age 31, 
married; Middle West preferred; sal- 
ary $40; Al references. Address “Y., 
4965,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, American, 38 years of 
age, factory and credit store experience, 
in present position eight years, previous 
one five, seeks position with firm in or 
near New York City. Address “V., 
4962,” care Jewelers’ Circular-Keystone. 





A MANAGER of one of the largest in- 
stallment jewelry stores in the East for 
many years, is interested in making a 
change: full details on request. Address 
i 5629,’’ care Jewelers’ Circular-Key- 
stone. 








MAN WITH NEW YORK FOLLOWING. 
long experience in loose diamonds, 
knowledge of European markets, wants 
position with importing house: good 
reference. Address “S., 5017,’’ care 
Jewelers’ Circular-Keystone. 





BOOKKEEPER, STENOGRAPHER, office 
manager or assistant, lady, many years’ 
experience in all branches of the jewelry 
business; accurate; excellent references. 
Address ‘‘N., 4994,’’ care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, first class, front man, 
fully capable taking charge of repair 
department; 18 years’ experience; age 
36, married: South preferred; best ref- 
erence. Address ‘‘O., 5010,” care Jewel- 
ers’ Circular-Keystone. 





BOOKKEEPER, ten years’ experience in 
the jewelry manufacturing line; capable 
of taking full charge of office, including 
orders and repairs; best reference. Ad- 
dress “‘A., 5038,” care Jewelers’ Circular- 
Keystone. 





YOUNG MAN, SALESMAN, 23, single, 
several years’ cash and installment ex- 
perience; also estimate watch and 
jewelry repairs; New York references. 
Address “‘P., 5047,’’ care Jewelers’ Cir- 
cular-Keystone. 





CERTIFIED WATCHMAKER, Master 
Rebuilding of fine American and all 
foreign makes, position adjusting, re- 
peaters, timers, 30 years’ shop and store 
experience. ‘“‘Watchmaker,’’ 8434 Wis- 
well Ave., Cincinnati, Ohio. 





COMPETENT WATCHMAKRER, attended 
Elgin Watch College, experienced, de- 
sires position with first class store; age 
24; references; moderate salary. Address 
a 4885,’’ care Jewelers’ Circular-Key- 
stone. 





YOUNG LADY, assistant bookkeeper, 
typist, general office work, stock, repair 
clerk, wants position; manufacturing 
jewelers, wholesalers; five years’ jewelry 
experience. Mary Weiss, 260 Liberty 
Ave., Brooklyn, N. Y. 





SALESMAN with car wants outstanding 
line for the Metropolitan area; experi- 
enced calling on the department and re- 
tail store trade; past record and refer- 
ences unquestionable. Address ‘“‘J., 
4892,”" care Jewelers’ Circular-Keystone. 





EXPERT WATCHMAKER, first class on 
small Swiss watches; can engrave; gen- 
erally capable man with exceptional 
experience and fine record. Address 
“H., 4932,” care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, COMPETENT, experi- 
ence with first class trade, age 27, can 
do clockwork and engraving, desires po- 
sition with reliable concern, anywhere. 
Address “‘T., 4934,” care Jewelers’ Cir- 
cular-Keystone. 





BOOKKEEPER-TYPIST, young woman 
ten years’ varied experience jewelry 
line, capable taking full charge, manu- 
facturing jewelers; excellent references. 
Address “P., 4959,” care Jewelers’ Cir- 
cular-Keystone. 


CREDIT STORE OPERATOR; a business 
builder who can “do things” equipped 
with a broad seasoned background of 
practical experience in sales and mer- 
chandising. For further information 
please write. “H., 4951,” care Jewelers’ 
Circular-Keystone. 





HIGHEST GRADE platinum jeweler, ex- 
perienced finest world renowned shop; 
can do originating, designing, setting, 
carving, selling, estimating; well able 
take complete charge; open for propo- 
sition. Address “L., 4955,” care 
Jewelers’ Circular-Keystone. 





SALESMAN, better retail store experi- 
ence, thorough knowledge diamonds, 
watches, jewelry; intelligent, commend- 
able appearance, college degree, man- 
agerial and buying experience; refer- 
ences. Address “‘C., 5028,’’ care Jewelers’ 
Circular-Keystone. 





SALESMAN, intimately acquainted with 
watch material supply jobbers and 
wholesale jewelers, Coast to Coast, 
seeks connection with reputable organ- 
ization; salary or drawing. Address 
“L., 4922,” care Jewelers’ Circular-Key- 
stone. 





IDEAL CREDIT MAN, thoroughly quali- 
fied selling in every conceivable branch ; 
recognized for creating effective window 
and advertising displays; competent 
checking credits and collections; a tire- 
less worker and an ideal man for your 
organization. Address “F., 4949,’ 
care Jewelers’ Circular-Keystone. 





SALESMAN having long experience with 
strong following, South, Middle West 
and Coast territory, seeks connection 
with Al house, Swiss, American 
watches, or diamond mounted line; past 
performance proves ability to get re- 
sults. Address “G., 909,” care 
Jewelers’ Circular-Keystone 





WATCH CASES; sales executive with 
large following in 30 states, 20 years 
experience selling among importers, 
jobbers, wholesalers, at present travel- 
ing for a leading watch case manufac- 
turer, open for legitimate proposition. 
Address “J., 4913,” care Jewelers’ Cir- 
cular-Keystone. 





EXECUTIVE POSITION WANTED by 
an aggressive young man of managerial 
ability; understands thoroughly the 
purchasing end, advertising, window 
trimming and entire system of collection 
and passing of credits; interested only 
in connecting with reliable and well 
rated concern. Address “M., 4987, 
eare Jewelers’ Circular-Keystone. 





THE BEST PROPOSITION will acquire 
the services of this man who is thor- 
oughly experienced and qualified to take 
complete charge of an up-to-date credit 
jewelry store. Address “Y., 4938,” care 
Jewelers’ Circular-Keystone. 





COMBINATION MAN, expert watchmaker, 
jeweler, engraver and diamond setter, 
wishes position in first class store: sal- 
ary, $50; West preferred; age 35; 15 
years’ experience. Address “N., 4956,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, expert on _ smallest 
baguette and railroad watches; can do 
jewelry work and light engraving if 
necessary ; willing to wait on trade; 15 
years’ experience; married, age 32; 
good references. Address “W., 4665,” 
care Jewelers’ Circular-Keystone. 





COMPETENT WATCHMAKER, jeweler, 
plain engraver and stone setter, age 
30, ten years’ experience, employed but 
desires change, near or East of Great 
Lakes; first class store only: salary 
$35 week. Paul Bradshaw, 48 Amm 
St., Bradford, Pa. 





SKILLED WATCH and jewelry repair- 
man, plain engraver; 15 years’ experi- 
ence, good references; salary $40; 
South, East or Midwest preferred ; com- 
plete equipment; married; age 32; 
clean habits. Address “A., 4940,” care 
Jewelers’ Circular-Keystone. 








COMBINATION MAN, expert watch- 
maker, jeweler, engraver, etc., can meet 
the most exacting requirements; age 
35; married; 16 years with better class 
jewelers; North Central States, prefer- 
ably Ohio; state salary in first letter. 
Address “B., 4935,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, expert on ali grades 
and makes of Bw on and clocks, light 
jewelry and stone setting, silver repair- 
ing and buffing, gold and silver plating 
and eyeglass repairing, desires perma- 
nent position with reliable store in 
Miami, Florida, or vicinity. Address 
“F,, 4979,” care Jewelers’ Circular- 
Keystone. 





MANAGER, credit store, 15 years’ experi- 
ence, extending to every possible phase 
retail credit business, embrac selling, 
supervision of credits and collections, 
writing newspaper displays as well as 
creating new sales ideas, trimming ef- 
fective window displays and urchas- 
ing; fine references. Address ‘“‘S., 4933, 
care Jewelers’ Circular-Keystone. 





SALESMAN, fertile minded young man, 
enthusiastic, experienced wholesalers, 
retailers, road and city; agreeable per- 
sonality, liberal education, excellent 
background ; highest credentials as pro- 
ducer and responsible; wider scope for 
productive ability with substantial firm 
sought. Address “K., 4954,” care 
Jewelers’ Circular-Keystone. 





(Continued on page 172) 
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LIVE WIRE SALESMAN seeks connec- 
tion with active credit jewelers; experi- 
enced selling radios, refrigerators and 
other electrical applicances as well as 
the customary lines: diamonds, watches 
and jewelry. Address “P., 5011,’’ care 
Jewelers’ Circular-Keystone. 





FIRST CLASS all around jeweler, 18 years’ 
experience, best references, practical 
model-maker who is familiar with all 
details that make the well finished prod- 
uct, wishes permanent position. Address 
“E., 5030,” care Jewelers’ Circular-Key- 
stone. 





EXPERT, LETTER AND MONOGRAM, 
ete., experience in repair department, 
estimating, recording, etc., salesman- 
ship, window dressing, clock repairing: 
highest references; good personality and 
appearance; abstainer. Address “R., 
5016,”’ care Jewelers’ Circular-Keystone. 





WATCHMAKER of the highest type, 
wishes position with outstanding 
American firm which is willing to 
pay a good salary to a first class 
man. For full particulars write to 
“E., 4978,” care of Jewelers’ Cir- 
cular-Keystone. 





YOUNG MAN, 13 years’ experience in the 
supervision of shops in the manufactur- 
ing of jewelry, special order and repair 
work; also gold clerk, can estimate, farm 
out work and examine; formerly ‘with 
well known New York houses as assist- 
ant foreman; upon request will furnish 
any information desired; willing to go 
anywhere. Address “A., 5023,” care 
Jewelers’ Circular-Keystone. 





CERTIFIED WATCHMAKER, 36, mar- 
ried, wants permanent position with 
good store; 18 years’ experience, six 
with present employer; fast, accurate 
and reliable on all sizes and grades of 
watchwork, railroad inspection, jewelry 
work, ordinary run of stone setting 
and engraving; can take charge of 
store or department; no booze or tobac- 
co; Central or Midwest preferred. Ad- 
dress “N., 4988,” care Jewelers’ Circu- 
lar-Keystone. 








Lines Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








PACIFIC COAST REPRESENTATIVE 
calling on jewelers and department 
stores seeking connection for plati- 
num mountings and side lines; com- 
mission basis. Address “C., 4874,” 
care Jewelers’ Circular-Keystone. 





EXCLUSIVE DISTRIBUTION; well or- 
ganized corporation with five offices 
throughout the United States, having 
four thousand active monthly accounts, 
many thousand periodic, and traveling 
six men, desires exclusive distribution 
of an article appealing to the jewelry 
trade, particularly the credit stores; all 
communications held confidential. Write 
oo 4841,” care Jewelers’ Circular-Key- 
stone, 








Side Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 














SALESMAN with good following wanted 
by manufacturer for a special; this item 
stocked by every retailer; good commis- 
sion. Address ‘‘N., 4898,’ care Jewelers’ 
Circular-Keystone. 











SALESMAN for Middle West to carry line 

of gold semi-mounted rings and wed- 
ding rings on commission; give full 
details. Address “W., 4963,” care 
Jewelers’ Circular-Keystone. 


DIAMOND SETTER capable of assorting 
and grading diamonds, handling ree. 
ords; steady position; state references: 
out of town job. Answer “B., 4903,” 
care Jewelers’ Circular-Keystone. 








WANTED, energetic salesman, thorough- 
ly acquainted with better retailers and 
department stores in Chicago and sur- 
rounding territory, to sell popular priced 
chain and rosary line; commission; give 
full details. Address “R., 4930,’ care 
Jewelers’ Circular-Keystone. 





SALESMEN for Pacific Coast, South and 
Middle West, to sell fine line of leather 
straps, which will compete advanta- 
geously with any on the market; satis- 
factory commission to the right man; 
give reference and territory desired. Ad- 
dress “V., 4187,” care Jewelers’ Circu- 
lar-Keystone. 








Help Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED, WATCHMAKER;; in answer- 
ing state age, experience and salary ex- 
pected; steady position. D. A. Welch, 
Owego, N. Y. 





WATCHMAKER, $30 to start; good 
chance for immediate increase; state 
experience and age. People’s Jewelry 
Co., 310 St. Clair St., Toledo, Ohio. 





SALESMEN AND JUNIOR SALESMEN 
wanted; must have credit house experi- 
ence; steady positions. 43 West 125th 
St., New York, N. Y. 





WATCHMAKER-SALESMAN, for cash 
and credit jewelry store. Ridgewood 
——"* Inc., 60-11 Myrtle Ave., Brook- 
yn, 





WANTED, JEWELER, ENGRAVER and 
diamond setter, at once; state references 
and salary in first letter. H. Shmerling, 
910 Broad St., Augusta, Ga. 





YOUNG LADY experienced keeping 
records, assorting diamonds; out of 
town concern; give references. Address 
— 4880,”" care Jewelers’ Circular-Key- 
stone, 





WANTED AT ONGE, first class watch- 
maker, thoroughly competent on rail- 
road and fine watch and clock work. Ad- 
dress “‘B., 4872,’’ care Jewelers’ Circular- 
Keystone. 





EXPERIENCED jewelry sales promoter 
to conduct ips merchandising 
campaigns. Write qualifications to Na- 
tional Sales Service, 3638 Olive St., St. 
Louis, Mo. 





MAN experienced assorting diamonds, 
keeping records; chance for advance- 
ment; Providence concern; give experi- 
ence, references. Address ‘“‘F., 4879,” 
eare Jewelers’ Circular-Keystone. 





SALESMAN WANTED, with following in 
Connecticut and New York State to sell 
line of watches and other Nationally 
advertised goods. Address ‘“‘H., 4884,’’ 
care Jewelers’ Circular-Keystone. 





WANTED watchmaker, stone setter, light 
jewelry repairing; salary $40 a week; 
permanent position; largest jewelry 
store in city, employ two workmen. 
Kohn Jewelry Co., Missoula, Mont. 





DIAMOND SETTERS who know their 
business on gold work; steady em- 
ployment. Bardach & Gran, 19 W. 





SALESMAN for jewelry store, experi- 
enced young man in selling jewelry and 
china; must have pleasing manner; 
permanent position. H. E, Hart, John- 
son City, Tenn. 





SETTERS on fine marcassite jewelry; 


also opportunity for diamond setters; 
good pay; positions open in New York 
City. Address “B., 4942,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, engraver, jeweler, stone 
setter, front bench, young man able 
to wait on the trade; permanent posi- 
tion for capable man. H. E. Hart, 
Johnson City, Tenn. 





WANTED, watchmaker, light jewelry re- 
pair and plain engraving if possible; 
advise salary expected, age and refer- 
ence. Reply to Russell & O’Brien, 71 
Court St., Binghamton, N. Y. 





FIRST CLASS WATCHMAKER, one who 


can do simple engraving preferred ; per- 
manent position now open; apply in 
person if possible. J. Arnold Wood, 
Poughkeepsie, N. Y 





WANTED WATCHMAKER with good ex- 


perience, help in store; state salary 
desired; also have you reference? E, 
Van Scoy, Jeweler, 379 Main St., 
Poughkeepsie, N. Y. 





WANTED WATCHMAKER for watch 


and clock shop, western Pennsylvania, 
September 1; salary $25; single man 
preferred. Address “A., 4981,” care 
Jewelers’ Circular-Keystone. 





WANTED AT ONCE, experienced com- 


bination watchmaker, stone setter and 
engraver; steady position; give full 
articulars in first letter. Fayman 
Jewelry Co., Springfield, Missouri. 





WANTED a first class watchmaker, one 


who can repair jewelry and engrave; 
send photo and references; state age, ex- 
perience and salary expected. Bishop C. 
Leonard, Salisbury, N. C. 





WATCH DIAL REP TMISERS, printers, 


radium-painters, silverers and etchers; 
good salary; permanent positions. Ad- 
dress “N., 5043,” care Jewelers’ Circu- 
lar-Keystone. 





FIRST-CLASS retail jewelry salesman, 


capable of taking in jewelry and watch 
repairs; must come well recommended ; 
permanent position. Address “O., 5045,” 
care Jewelers’ Circular-Keystone. 





SALESMAN WANTED, experienced in 


silver plated hollowware lines, applica- 
tion must state previous experience or 
will not be considered; also personal 
history. Write ‘“‘A., 5053," care Jewelers’ 
Circular-Keystone. 





SALESMAN wanted to carry manufac- 


turer’s popular priced mountings, semi- 
mounted gold and platinum ring line; 
drawing and commission; write giving 
experience and references. Address “C., 
4905,’’ care Jewelers’ Circular-Keystone. 





SALESMEN, competent to sell outstand- 


ing popular price Swiss watch line for 
the better grade retail stores; state 
territory now covering and full details. 
Address ‘‘R., 4960,” care Jewelers’ Cir- 
cular-Keystone. 








South St., Indianapolis, Ind. 


SALESMAN WANTED with established 


following in New Jersey and Pennsyl- 
vania, to sell a line of gold and plat- 
inum diamond mounted rings and wed- 
ding rings. Address “A., 4961,” care 
Jewelers’ Circular-Keystone. 
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WANTED, YOUNG MAN, several years’ 
experience as second watchmaker; 
please give full particulars, photo and 
salary expected in first letter. ‘‘Con- 
necticut, 4830,"" care Jewelers’ Circular- 
Keystone. 


————————————eE7E~7~O ee 


WANTED, watchmaker and engraver, 
fast and accurate on all kinds of 
watches; plain engraving; ‘Western 
Pennsylvania; permanent; state salary 
and give reference. Address “W., 4975,” 
care Jewelers’ Circular-Keystone. 





WANTED AT ONCE, experienced watch- 
maker and engraver, one who can also 
do jewelry work and sell in retail 
jewelry store; prefer one with Penn- 
sylvania optical license. Address “B., 
4968,” care Jewelers’ Circular-Keystone. 





MANUFACTURER desirous of a jeweler 
and stone setter combined, having fac- 

‘ tory experience; 80 cents per hour; when 
making reply state reference; pleasant 
place to work. Address ‘“M., 5001,’’ care 
Jewelers’ Circular-Keystone, 





WATCHMAKER, wanted by Swiss watch 
importing hose; one familiar with bet- 
ter type work; permanent position with 
pest working conditions; state previous 
experience and salary expected. Ad- 
dress “D., 4947,” care Jewelers Circu- 
lar-Keystone. 





WANTED WATCHMAKER capable of 
doing plain engraving and light jewelry 
work to take charge of repair depart- 
ment in store; state salary expected and 
experience in first letter. Friedmans’ 
Jewelers, 25 West Broughton St., Sa- 
vannah, Georgia. 





MAN, credit jewelers out of town; must 
have thorough knowledge credit jewelry 
business; state first letter previous em- 
ployment, age, qualifications, references, 
salary desired; good opportunity; replies 
confidential. Address “F., 5031,” care 
Jewelers’ Circular-Keystone. 





lM 


ALESMAN WANTED by a New York 
manufacturer of a very fine line of semi- 
mounted platinum rings; must be known 
to the best retailers out of town; Al 
references required; satisfactory com- 
mission to the right man. Address ‘‘H., 
5003,’’ care Jewelers’ Circular-Keystone, 





WANTED, experienced, reliable, all 
around jeweler; one having shop ex- 
perience, especially on emblematic work 
preferred; steady work, no lay-offs; 
large Central West city. Address ‘‘P., 
5035,"" care Jewelers’ Circular-Key- 
stone. 





FIRST-CLASS WATCHMAKER; must 
be certified by Horological Institute or 
willing to take examination; give full 
particulars, qualifications, experience, 
age, salary expected, family, if church 
member, etc. Arthur A. Everts Co., 
Dallas, Texas. 





WANTED AT ONCE, experienced watch- 
maker, stone setter and engraver, or 
watchmaker and engraver; steady posi- 
tion; state qualifications, experience, 
salary, age and reference in first letter; 
store in West Virginia. Address ‘‘S., 
5048,"" care Jewelers’ Circular-Keystone. 





WANTED by a high grade New Eng- 
land jeweler, watchmaker not over 
40 years of age, capable of doing 
finest work, including repeaters; 
steady, year ‘round, salaried posi- 
tion; state age, nationality, refer- 
ences and salary expected. Address 
*Q., 4929,” care of Jewelers’ Cir- 
cular-Keystone. 


WATCHMAKER, fast, accurate, experi- 
enced all makes, best references, en- 
graving and stone setting if possible; no 
boozer; excellent job for man who can 
produce; steady, good earnings assured; 
in Florida. Address ‘‘W., 4891,’’ care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, experienced on Swiss 
and American makes, man over 30 years 
old, own tools; excellent opportunity for 
right man to eventually branch out, in 
city of over 50,000 in Pennsylvania; 
salary $45; write full details in first let- 
ter. Address ‘‘T., 5020,’’ care Jewelers’ 
Circular-Keystone. 





SALESMAN WANTED with a non-con- 


flicting line to represent a firm for wed- 
ding rings and mountings; one who is 
a hustler and has the entry of the better 
stores; commission basis, no drawing 
account; State of Pennsylvania, Wash- 
ington and Virginia. Address ‘‘C., 5002,”’ 
care Jewelers’ Circular-Keystone. 





WANTED, YOUNG MAN, experienced 


credit manager in fine jewelry store; 
must be capable in all respects, including 
ad writing; must have first class refer- 
ence; steady position with chance of ad- 
vancement for the a party. Address 
a 4888,’ care Jewelers’ Circular-Key- 
stone. 





WATCH SALESMAN with following for 


the entire Southern territory to repre- 
sent Swiss watch concern entertaining 
good reputation amongst the trade; 
complete samples, popular price and put 
up attractively; state experience in first 
letter. Address ‘“‘M., 4896,’ care Jewel- 
ers’ Circular-Keystone. 





POOLE SILVER COMPANY, Taun- 


ton, Mass., desires a live wire sales- 
man for Middle West section; one 
who is familiar with plated hollow- 
ware buyers as well as trophy deal- 
ers; state experience and _ full 
particulars. 


WANTED, MAIL ORDER MAN with 
jewelry mail order experience, prefer- 
ably one who worked in such capacity 
with the jewelry mail order houses that 
advertise in National magazines and 
issue jewelry catalogues selling on in- 
stallment basis; state age, experience, 
references and salary in your first letter. 
Address “G., 5032,’ care Jewelers’ Cir- 
cular-Keystone. 

















































SALESMEN, high type, call on manufac- 
turing jewelers, present latest original 
work of celebrated Parisian designers ; 
a valuable, comprehensive service vast- 
ly superior to anything now available, 
in use by leading United States con- 
cerns; splendid opportunity to build fine 
yearly income on liberal commission 
basis ; all territories open. Idees—Paris, i 
505 Fifth Ave., New York City. i 





SALESMEN WANTED, to sell _ well- f 
known popular priced watch and dia- : 
mond ring line; territories, South, Mid- 
die West, New York State and New f 
England States; commission basis; i 
good opportunity for right man; state 
full particulars as to territory and past 
employment in first letter. Roxy Watch | 
& . ~ aa Co., Inc., 12 John St., New 

ork. 





complete, thorough, practical, in- 
tensive job-training in today’s 
methods, on actual work; start any | 
time, moderate tuition. Write for 
Free Book and learn how to get this 
Master Training. Chicago School of 
Watchmaking, 641 Ashland Block, 
Chicago, Il. 











For Sale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED EXPERIENCED watchmaker 


for first class retail store, must have 
neat appearance and able to take in 
work and estimate; give full particu- 
lars in first letter, stating age, refer- 
ences and salary expected; if possible 
enclose snapshot. Address P. O. Box 
26, Columbus, Ohio. 





OPTOMETRIST; we are opening a new 


optical department in one of the largest 
and finest jewelry stores in Connecti- 
cut, and offer a real opportunity for a 
high grade optometrist to take charge; 
please state details; applications con- 
fidential. M. A. Green, 73 Grand St., 
Waterbury, Conn. 





SALESMEN, territory open to a few men 


on a medium priced salt and pepper 
shaker line; following with department 
stores or high class jewelers necessary ; 
advantageous to men carrying hollow- 
ware line; commission basis only; full 
particulars first letter. Peerless Silver 
Co., Inc., 249 Varet St., Brooklyn, N. Y 





SALESMAN, thoroughly experienced, 


with established foliowing, to represent 
house manufacturing a general line of 
hand made platinum mountings and 
special order work; excellent oppor- 
tunity for man capable of managing 
sales end of business. Address giving 
full particulars. “C., 4946,” care Jewel- 
ers’ Circular-Keystone. 








EXCELLENT OPPORTUNITY for op- 


tometrist, with Pennsylvania license; 
liberal salary, steady position ; one who 
can do bench work preferred; jewelry 
store and installment experience desir- 
able; give references, age, salary ex- 
pected and other particulars in first 
letter. H. H. Blase, 64 §S. Main St., 
Wilkes-Barre, Pa. 





_ 






































JEWELRY STORE, old established; death 
reason for selling; watchmaker pre- 
ferred; cheap rent with apartment. 242 
West 116th St., New York. 





JEWELRY STORE, rent part of de - 
ment store; good repair business; death 
cause of selling; rent low. Mrs. R. R. 
Cook, Box 56, Hartford, Mich. 





JEWELRY STORE, good one man store 
in Iowa; clean stock, plenty repairs, 
low overhead; established ten years. 
Address “M., 4923,” care Jewelers’ Cir- 
cular-Keystone. 





JEWELRY AND OPTICAL STORE, 12 
miles North of Philadelphia, Pa., popula- 
tion 10,000; established over 11 years; 
$2,500 cash required. Address ‘‘K., 5004,” 
care Jewelers’ Circular-Keystone. 





WELL ESTABLISHED jewelry store, 
good clean stock and fixtures; terms if 
necessary; owner must devote time to 
other interests. Address “A., 4783,” 
care Jewelers’ Circular-Keystone. 





COMPLETELY EQUIPPED jewelry shop 
in Newark; loft 3400 square feet, light 
on four sides; low rent: terms if de- 
sired on machinery; price low. Leiman, 
156 Christie St., Newark, N. J. 





JEWELRY STORE in county seat of 
2400; stock $4,000, fixtures $1,500; come 
see the town and store and make me 
= Py Frank Clement, Brevard, 
4%. . 











(Continued on page 174) 
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Special Notices 


(Continued from page 173) 








FOR SALE—Continued 








LONG ESTABLISHED gine d and optical 
business; terms to suit; with or without 
stock; owner leaving to enter profession; 
rare opportunity. Dr. Andrew P. Emory, 
Ocean City, N. J 





JEWELRY STORE, well established, 
good location, good clean stock and 
fixtures, in best town in Montana; 
about $8,000 cash; other interests. Ad- 
dress “H., 4911,” care Jewelers’ Circu- 
lar-Keystone. 





A RARE OPPORTUNITY for watchmaker 
and optometrist; paying jewelry store 
on South side of Chicago; low rent; clean 
stock and fixtures; $2,500, required. Ad- 
dress “P., 5013,” care Jewelers’ Circular- 
Keystone. 





JEWELRY STORE, 31 years established, 
selling on account of death of owner; 
low rent, with or without stock; ex- 
cellent opportunity. Reply at once. 
ded Bettinger, 930 Columbus Ave., New 

ork, 





WATCHSHOP FOR SALE; busy down- 
town location; long established, has Al 
reputation; great opportunity for cer- 
tified watchmaker; healthy climate in 
ma ge | Jacksonville, Fla.; $500 re- 
quired. Write E. A. Gasser, 48 W. Bay 
St., Jacksonville, Fla. 





FOR SALE, a well established repair stand 
with fixtures, established 1918; will sell 
cheap for cash; domestic reasons for 
selling; doing good business; cheap 
rent; location Eastern Pennsylvania, 
population 150,000. Address ‘‘M., 5006,” 
care Jewelers’ Circular-Keystone. 





WELL ESTABLISHED, genuine and 
semi-precious and imitation stone busi- 
ness, complete and largest stock in Los 
Angeles, paying business, must sell on 
account of sickness and old age. Louis 
% a eteer, 448 S. Hill St., Los Angeles, 

alif. 





ESTABLISHED watch repair business, 
steel town, Western Pennsylvania; 
best location in town, low rent; very 
little cash required; must be sold at 
once; quitti on account of age and 
sight; wonderful opportunity for watch- 
maker and clock repairer. Address “G., 
4844,” care Jewelers’ Circular-Keystone. 





FOR SALE, long established jewelry store 
in Pacific Northwest college town; good 
tion; clean competition; low over- 
head and excellent trading area; present 
owner has other plans; this is your op- 
portunity, act quickly; $3,500, will 
handle. Address “K., 4893,’’ care Jewel- 
ers’ Circular-Keystone. 





WATCH REPAIR SHOP, with good repu- 
tation for fine work, also small stock; 
location Clayton, Missouri, a suburb of 
St. Louis, population 10,000; no competi- 
tion; plenty of work for two men at all 
times; $5 down will take care of it; 
good reason for selling. Address 
“‘Watchmaker,” 20 N. Meramec Ave., 
Clayton, Mo. 





FOR SALE long established leading 
jewelry store in southwest Missouri, 
city of 65,000; will sell for $12,500 cash 
or terms; downtown corner store; fine 
opportunity to make back investment 
during holidays; annual business $30,- 
000; clean stock; beautiful store; auc- 
tion and sales firms need not write 
unless willing to pay cash. Address 
“O., 4928,” care Jewelers’ Circular- 
Keystone. 


WANT TO RETIRE from active busi- 
ness; will sell before October 1, to give 
buyer start for Xmas business and get 
acquainted with customers; invoice 
around $4,500; all clean stock, watches, 
diamonds and jewelry; town 8,500; 
richest farming county in Ohio; R.R. 
watch inspector; principal corner in 
city; cheap rent; 32 years in same lo- 
cation; reason for selling, am 62 and 
poor health. Address “D., 4906,” care 
Jewelers’ Circular-Keystone. 








Hor Sale. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





QUANTITY of unused grey flannel rolls 
for flatware. Black, Starr & Frost- 
Gorham, 594 Fifth Ave., New York. 





50,000 USED MOVEMENTS: write for 
confidential price list. B. Lowe, Wol- 
verine Hotel Bldg., Detroit, Mich. 





A SELECTION on hand of old, inactive 
and discontinued sterling flatware by 
all manufacturers. Landgraf Co., 503 
Park Ave., New York. 





COMPLETE SET of watchmaker’s tools 
with bench, lathe and cleaning machine; 
send for list. J. R. Binder, 210 Walker 
Bldg., Minneapolis, Minn. 





EVERY JEWELER can carry profitably a 
line of musical merchandise, especially 
guitars and strings; write for catalog. 
St. Louis Music Supply Co., 708 Pine 
St., St. Louis, Mo. 





15 DAYS’ FREE TRIAL W-J crystal seal 
cement large 50¢ bottle sent postpaid; 
colorless, quick drying, will hold all 
crystals, cements, glass, china, leather, 
etc. W. N. Johnston, Sharon, Penna. 





USED MOVEMENTS; rebuilt watches; 
used watch material one-haif new 
price; send sample of what you need; 
send for catalogue. Acme Watch Co., 
5 S. Wabash, Chicago, Ill. 





FOR SALE VAULT, burglarproof, for- 
merly used by one of largest jewelers 
(name upon request); will sell very 
reasonably. Krasilovsky, 216 Centre St., 
New York, safe and machinery movers; 
Canal 6-2500; we also sell safes. 





SHOP EQUIPMENT, benches, polishing 
dust collectors, presses, dies, drop ham- 
mers, rolls, furnaces, scales, safes, bot- 
tom prices; favorable terms. Leiman 
Bros., 152 Christie St., Newark, N. J., 
and 23 Walker St., New York. 





DISCONTINUED AND OLD Patterns 
in sterling flatware; in ies in- 
vited. Rabb Jewelers, Inc., 562 
Fifth Ave., New York; Bryant 
9.3212. 





AMERICAN REBUILT WATCHES, com- 
plete or movements 7 to 23 jewel, 
grades standard makes; we buy your 
surplus watches; check by return mail 
same day as received; get our gerere on 
rebuilts. Klar & Winterman, 2310 Elm 
St., Dallas, Texas. 





COMPLETE SET OF FIXTURES for sale 
to highest bidder for delivery in Septem- 
ber; two ten-foot and four eight-foot 
wall cases with mirror intersections, alj 
plate glass doors; four eight-foot floor 
cases, plate tops; three show cases and 
one horseshoe case, all plate; diamond 
and repair rooms, two credit booths, al} 
matched dark oak. Cole & Young Co,, 
9144 Commercial Ave., Chicago, II. 





Business @pportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





censorship requirements of The Jewelers’ 
Circular-Keystone. 





DO YOU WANT CASH for any part of 
your stock or stock and (fixtures? 
Write or wire 8. Siegel & Co., 305 
Keith Blidg., Cincinnati, Ohio. 





EDWARD R. TYLER, established jewelry 
auctioneer; references furnished; we 
also supply buyers for retail jewelry 
stores; correspondence confidential. Ad- 
dress 6237 Champlain Ave., Chicago, Ill 





HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold; 31 
years established; send trial package for 
estimate. Emil Noel, 29 E. Madison St., 
Chicago. 





WANTED ''O PURCHASE jewelry and 
wutch repair store, suburban town in 
New York, New Jersey or Connecticut; 
write full particulars. Address Steck- 
ler, 1170 Lincoln Place, Brooklyn, N. Y. 





WANTED, will purchase or buy partner- 
ship in going, profitable jewelry or op- 
tical manufacturing or wholesale busi- 
ness, preferably in the East; invest 
$3,500. Address “M., 4957,” care 
Jewelers’ Circular-Keystone. 





PARTNER WANTED; wonderful oppor- 
tunity for expert watchmaker or sales- 
man; have fixtures and stock and 100% 
location; small investment required. 
Barney Hileson, 1631 Nelson Ave., Apt. 
1 E, Bronx, New York City. 





WELL-RATED Philadelphia sales organi- 
zation, financially capable of carrying 
stock, solicits inquiries from manufac- 
turers desirous of entering or tneventing 
distribution in this section. Keebler, 32 
Chestnut St., Philadelphia, Penna. 


ALWAYS PAID HIGHEST CASH price 
for complete jewelry stocks and 
fixtures. Sell out to old reliable 
Joseph M. Gordon, 37 Cornhill, 
Boston, Mass. 








GANSBERG BROS., [NC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; bank 
aud trade references of the highest 
character. Write 37 Maiden Lane, New 
York. Telephone John 3454. 








UNREDEEMED AMERICAN WATCHES, 
complete watches or movements from 
7 to 23 jewel in American; we buy 
watches and diamonds or complete 
stocks; write for our price on watches 
and diamonds. Nicollet Watch Co., 531 
Andrus Bldg., Minneapolis, Minn. 





AUCTION SALE the sure way to sell 
jewelry, why have an ordinary sale, 
have your reputation protected, get the 
highest prices for your merchandise: 
write me, no obligation. Wm. N. John- 
ston, Nationally known Auctioneer, 253 
Orchard St., Sharon, Penna. 
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BUSINESS OPPORTUNITIES—Con’t 

aus YOU GOING OUT OF BUSINESS? 
We pay highest cash value for entire 
stock or part of jewelry, diamonds and 
fixtures; communicate with us, it will 
be to your advantage; rating and ref- 
erence of the highest order. Van 
Praag & Co., 454 Broome St., New York. 
etablished 1889. 





WANTED TO BUY one dozen Florentine 
pattern old Watrous Mfg. Co. dessert 
spoons. Address “L., 4895,’ care Jewel- 
ers’ Circular-Keystone. 


WANTED TO PURCHASE, Vacheron & 
Constantin pocket watch, 12 size, medium 
flat, 18 jewels, 18 karat case, Address 
Ba 5008,"" care Jewelers’ Circular-Key- 
stone. 





ne A LIVE WIRE JEWELER; ex- 
change your dead stock of diamonds 
for desirable sizes you can sell; 
check or diamonds by return mail. 
B.C. Jaffe, 34 W. 47th St, New 
York. Phone Bryant 9-6567. 








{INTENDING to give up business? Get 
cash, liberal cash, amount no object, 
without delay, for your entire business 
or part of stock; communications con- 
fidential. Brooklyn Purchasing Syndi- 
ente, Frank Walker, Proprietor, same 
address 37 years, 610 Broadway, Brook- 
lyn, N. Y. Pulaski §-1798. 





EXCELLENT OPPORTUNITY for all- 
around manufacturing jeweler and plati- 
num worker (no floaters) ; small capital 
required, 50-50 partnership, established 
trade shop; owner, stone setter, does 
some jewelry work; the only trade shop 
here, population 111,000; several nearby 
towns to draw from. Lorne Dean, 415 
Goodrich Bldg., Phoenix, Arizona. 


WE PAY MORE; before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
or send surplus stock and get cash 
by return mail; best references. 
Colmes Brothers, Room 527, 18 Tre- 
mont St., Boston, Mass. 








GUT THE CASH AND MORE, too, from 
us; we have bought some of the largest 
stocks in the country; none too large 
nor too small for us to handle; all cor- 
respondence kept in strictest confidence; 
ship your dead or surplus stock to us, 
express collect, receive check by return 
mail; no obligation to accept offer, if 
unsatisfactory, but since others have 
been satisfied, you will too; bank and 
trade references upon request: wire to- 
day to have our representative call if 
you have a complete stock to close ou 
otherwise ship your surplus goods an 
receive cash. Gordon Bros., 18 Prov- 
ince St., Boston, Mass. 





WE WILL PURCHASE your surplus or 
entire stock of diamonds, watches, 
jewelry, silverware for cash at maxi- 
mum values that will surprise you; 
estates and banks having merchan- 
ilise to sell should obtain our offer; 
we are interested in small purchases 
as well as large; our name is known 
and recognized throughout the U. S. 
as synonymous to jewelry since 
1879; write details with assurance 
that correspondence and dealings 
will be in strict confidence. B. 
Gutter & Son, Inc., 1454 Broadway, 
New York, N. Y. 








Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





MARINE CHRONOMETER in or out of 
running order, one that can be repaired 
if broken; state make, condition, two 
days or eight days; used polishing 
motor. A. L. McDaniel & Son, Box 
420, Fairmont, N. C. 





WANTED TO BUY one absolutely perfect 
three carat diamond; must be extra fine 
blue gem, nothing else will be considered 
by responsible jeweler. Address “D., 
4876,"" care Jewelers’ Circular-Keystone. 








HIGHEST CASH PRICES for watches, 
used watch cases, mountings, rings, 
movements; shipments held intact pend- 
ing your approval. B. Lowe, Wolverine 
Hotel Bldg., Detroit, Mich. 


Watch Work for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 














WATCH REPAIRING for the trade; 
quality work; fair prices; prompt de- 
livery ; service that satisfies. Harrison 
F. Babcock, Certified Watchmaker, 212 
Chester-Twelfth Bldg., Cleveland, Ohio. 


EXPERT WATCH REPAIRING; better 
work means more satisfied customers; 
convince yourself; send a trial repair 
now. Hosea, 10 West 47th St, New 

York. MEdallion 3-5692. 





RELIABLE WATCH REPAIRING for 
the trade since 1921; efficient mail 
order service. Standard Watch Ser- 
vice Co., 104 Fifth Ave., New York. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate: excellent references furnished; 
out of town accounts solicited: Holmes 
Protection, Haskel Melnick, 70 Fulton 

. New York. 





GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, Ill. 





ACCURATE HAIRSPRING vibrating flat, 
65 cents; breguet, $1; send wheel and 
bridge; this price applies to all makes 
and sizes; we unconditionally guarantee 
our hairspring vibrating to run from on 
time to within three minutes a day; also 
balance staff fitting, $1; try us once and 
judge for yourself. The H. & T. Steffes 
Co., Box 711, Springfield, Tl. 





MASTER REPAIRERS and rebuilders of 
antique and foreign clocks, watches and 
associated mechanisms, wheels, inions, 
barrels, racks, etc., made; experimental 
models developed and constructed ; 
French clock material, mainsprings, 
suspensions, taper pins, dials and re- 
finishing. Greenwich Clock and Instru- 
ment Co., 2 W. 47th St., New York. 


Se 
Special Order Mork and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





ENGRAVING for the retail jeweler; fine 
lettering, monograms, crest and coats 
of arms on gold and silver. O. F. 
Swensen, 198 Broadway, New York. 





fountain pens, desk “Vaku-um” 
pens, pencils, etc., re at standard 
rices; mail all makes to 


one 
tter service; est. 1904; we feature 


ld pen ints and re q ‘elty 
en and pair Co., 38 8S. te St, 
hicago. 








To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





DESIRABLE SPACE with three windows, 
suitable for office or shop; immediate 
occupancy. J. Stewart, 22 W. 48th St., 
New York. 





SPACE TO LET, suitable for either dia- 
mond setter or watchmaker; North 
light. A. Katz, 108 Fulton St., Room 
1104, New York City. 





WATCHMAKERS AND JEWELERS at- 
tention: a valuable well located window 
space in my barber shop for rent. 902 
——— Ave., corner 57th St. New 

ork. 








Information Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WILL PERSONS knowing the where- 
abouts of Mr. Ephriam S. Johnson, Jr., 
(Born 5-13-56—at one time a jeweler 
in New York City)—or his surviving 
relatives forward such information to 
“H., 4983,” care Jewelers’ Circular- 
Keystone. 


——————— 


Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LEARN WATCH REPAIRING by doing 
it; thorough training under expert in- 
structors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. Z. H. Polachek, 
1234 Broadway, New York. 





WATCHMAKERS! increase your ability 
through the highly recommended 
books: ‘“‘Rules and ctice for Adjust- 
ing Watches” and “Practical Balance 
and Hairspring Work”: circulars free. 
Walter Kleinlein, Waltham, Mass. 





HEMERSBACH ENGRAVING Institute; 
every branch of jewelry and silverware 
engraving systematically taught; de- 
signing, lettering, monograms,  etc.; 
artistic work for the trade. 303 Fifth 
Ave., New York. 





VIENNA ART DESIGNS, a publication 
for the jeweler, appears every two 
months giving hundreds of new 
ideas throughout the year; always 
advance style for medium and high 
class goods; write for particulars to 
the publishers. Oscar Fastlich, 4 
Weihburggasse, Vienna I., Austria. 
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SUC BEVELED EDGE NEW FALL 
FANCY CRYSTALS STREAMLINE 


1216 SHAPES Watch and Ring Boxes 


LENTILLE @ CHEVEES IN 1/2 AND 1/16 LIGNE SIZES 
JEWELERS 


12 DRAWER 
STEEL CABINET Especially are in- 
e terested in hand- 


some new Watch 
and Ring Boxes. 
These smooth, 
colorful _ plastic 
boxes have defi-# 
nitely taken the 
place of the old 
plush and satin 
types, and are 
now considered 
the smartest set- 
ting for beautiful 


Complete with par- 
titions and guides 
for over 1216 sizes 
Fancy Crystals. 
Use SUC crystals for 
Quality and Precision. 
Compare our crystals as 
to price and workman- 
ship and judge for your- 
self. Insist on SUC crys- 
tale and fall right in line 
with the thousands of sat- 
isfied customers using SUC 
unbreakables. 





Assortment No. B2—Cabinet with 7 gross Fancy unbreakable crystals. ‘ 

860.00 jewelry. 
Assortment No. B4—Cabinet with 2 gross Lentille Chevees and 5 gross . : . 
Fancy crystals. Complete inserting set included.................. $70.00 Besides their dis- 


tinctive appear- 
ance our Stream- 








6 Drawer Cabinet line Boxes = Furnished with Diamond, Heart and 
Assortment No. M1—Cabinet oa te Plain Shaped Pads. 
with 5 gross Beveled-Edge Fancy are Durable 
crystals. Inserting set not in- Colorful Pe :/ 

ME cscicapabendausnce $42.25 OLOEZTUE . . . SCF 
manent and easily @ 
See SUC Catalog cleaned. 
For Other Assortments ee na sg Bes 
modes rice 
and SUC Jewelry Boxes fon pon om os 
well as for effec- 
tive display. In™ 
ORDER CABINETS beautiful an d/ 
AND CRYSTALS popular’ colors: 7 
THRU YOUR WHOLESALER White .. . Green 


o « « MEINE 65 
Red ... Black 
: . Mahogany. 


Ask for leaflet *™* 

showing our com- 

plete line. Furnished with Diamond, Heart and 
Plain Shaped Pads. 





2 DRAWER CABINET 
Assortment No. Sl 


2 gross Lentille Chevees in 
% sizes (108 sizes), covering 
all watch sizes. Inserting set 
included with cabinet. 


Only $28.10 





SUC Crystals and Cabinets, you are passing up good sales. Be ready 


ATTENTION WHOLESALERS: If you are not as yet selling 
to supply the demands of the trade. 





WHY PAY MORE FOR YOUR CRYSTALS? 


Our Beveled-Edge Fancy crystals snap easily into the bezel, fit tight and 
lie straight without trimming. 


’ 





suc NEW REDUCED PRICE 
Beveled-Bdge Feney Wetdh Crystels 50c Per Doz. 


¢ BEVELED EDGES _ 


Crrgureurvarcrst 


i WaadsaTds GUTEINTTSITERTASCTSSUTATENSSTETLESSSSTTSS ef 


Round Lentille Chevees 


Improved sharp edge. Supplied in 
% sizes for insertion with SUC 


SUC Round Lentille Chevees | fires that snap into bezel by hand, 
NEW REDUCED PRICE No. 5—Cleverly designed watch box with stand-up 
swinging pad. Watches displayed in these boxes are 
55c Per Doz. appealing and more desirable. 
Visit Our Booth at Chicago Convention National Association of Credit Jewelers 


STANDARD UNBREAKABLE WATCH CRYSTALS, Inc. 


Manufacturers of Novelty Jewelry Boxes and Watch Crystals 
75 VARICK STREET NEW YORK CITY 


HAMMEL, RIGLANDER & CO., INC., Wholesale Distributors, 209 W. 14th St., New York 
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COFO B B os 


PLATIEA 


TRADE MARK REG, U.S, PAT. OFF, 


A WATCH CRYSTAL OF 
EXCEPTIONAL QUALITY 





tieautifies the waleh 


“Get Acquainted Offer” 


- = Ta as 
aa Tt a ~~ = 


Price $16.50 


72 PLANEX CRYSTALS 
IN COMPARTMENTS 


The carton assortment illustrated 
above is supplied with either 72 
Gents’ sizes or 72 Baguette sizes of 
PLANEX crystals to fit some of 
the most popular watches. 


Your investment for either one of 
these assortments is only $16.50 
ig ae a Your return over $100. 


Send your order today and specify 
whether you desire the assortment 
of Gents’ or Baguette size PLANEX 
crystals. 


Attractive Display Case with sam- 
ple PLANEX crystals FREE with 
each assortment. 


Order Thru Your Jobber. 





Wrist watches of every design either expensively or popularly 
priced are offered to the public every day. Some are attracted by a 
particular case model while others prefer a certain design. Until 
now, in every instance, the crystal uniformly curved was consid- 
ered only as a protection to the dial. 


Today in PLANEX we offer something entirely different in watch 
crystals. A crystal with a flat top, optically ground and shaped so 
as to harmonize with the beauty of the design of the watch. 


The inner side of the crystal is perfectly domed, similar to the 
Regular B. B. crystal, allowing ample room for the hands of the 
watch. 


This double feature of inner curve and flat top not only bright- 
ens the dial affording clearer vision, but also lends a streamline 
effect. 


Made of Genuine Glass, PLANEX also has a highly polished dou- 
ble bevel adding further to its beauty. 


You will find that your customers will be delighted when you fit 
one of these beautiful PLANEX crystals to their watches. 


There is greater profit for you when you offer PLANEX to all of 
your customers. 


B. B. PLANEX crystals are obtainable in a variety of 700 POPU- 
LAR shapes and sizes, and are supplied in various assortments. 
Inquire at your watch material dealer. 


Price of B. B. PLANEX—$2.75 per dozen. 
All B. B. Crystals Are Made In The U.S.A. 





B. B. CRYSTAL CO., Ine. 
160 Varick Street New York City 
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IN TWO SECTIONS 


SEPTEMBER, 1936 


SECTION 2 





3,000 Register at A.N.R. J.A.’s Greatest Convention— 
Trade-Wide Optimism Dominates 3Ist Annual Session 


All Officers Reelected—President Instructed to Anpoint Committee to Investigate New Credit 
Plan That May Revolutionize Industry’s Selling Methods—Banquet, $1,000,000 Jewel 
Show and Visit to Queen Mary Important Entertainment Features 


Readjustment of the whole buying, sell- 
ing and credit structure of the retail 
jewelry industry, applying an optional 
time or deferred-payment plan to both 
wholesale and retail selling of jewelers’ 
merchandise, was proposed at the final 
session of the 31st annual convention of 
the American National Retail Jewelers 
Association, Friday, Aug. 28, at the 
Waldorf-Astoria Hotel, New York. 

The convention by resolution em- 
powered President William D. McNeil, 
who was elected to a fifth term, to ap- 
point a committee to investigate the plan 
as offered by Harry M. Goldstein, of the 
Goldstein Jewelry Co., Inc., Peoria, Ill. 
The committee will consult with manu- 
facturers and wholesalers and obtain the 
reaction of ANRJA membership, and will 
then advise the membership of the results 
of the study by mail. 


Combat Rival Industries 


Mr. Goldstein pointed out that such 
industries as the household appliance and 
equipment, radio, automobile and a num- 
ber of others have made tremendous in- 
creases in their sales volume during the 
last year by their development of methods 
for making buying easy. At the same 
time, he added, that with increased buy- 
ing in those fields, there has come de- 
creased buying in silverware. 

“There is no opportunity for the 
jeweler and through him for the related 
industries, to secure a proportionate share 
of this increased buying power unless 
similar methods are used,” Mr. Goldstein 
said, “but these methods must be employed 
by the industry instead of by the individ- 
ual jeweler, just as they are handled by 
the above mentioned industries. 
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Re-Elected 





President William D. McNeil 


“While previous to 1930 the ‘white- 
collar’ class would have scorned any 
time-payment plan, no matter how well 
camouflaged, today they feel differently 
about it. Due to bank failures, losses 
on farm mortgages, fear of inflation, etc., 
they, too, are beginning to feel that they 
might as well buy for the future to 
enjoy all of the comforts and luxuries 
possible instead of save for the future, 
not knowing what the ultimate outcome 
will be. Not that I feel that this is a 
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sound philosophy of life, nor that I per- 
sonally condone it. Nevertheless, I do 
see the handwriting on the wall, and I 
realize it is at our doorstep. Some are 
going to cash in on it, regardless of 
whether it is a sound practice or not; why 
not the jewelers?” 


Four Parts of the Plan 


Mr. Goldstein's program called for an 
appeal to the manufacturers of silver 
and jewelry to cooperate in putting into 
effect the following plan: 

(1) Manufacturers should advertise 
nationally that their wares may be pur- 
chased from their retail distributors on 
terms of ten months or a year to pay. 
This should break as an announcement 
from the combined manufacturers through 
national magazines or the Associated 
Press as a new procedure in distributing 
their wares. 

(2) Each individual manufacturer 
should from that time on carry such 
slogan in his national advertising. 

(3) Either a carrying charge should 
be added to the purchase price for this 
added convenience or a discount should 
be given for cash. Whichever one of 
these two procedures the association 
should decide upon should be incorporat- 
ed in their advertising. 

(4) A new set of terms of settlement 
should be set up by the manufacturer 
for the retailer in order to help him to 
carry these accounts. My suggestion 
would be that merchandise should be 
sold the retailer at a three per cent dis- 
count for cash in 30 days or an alterna- 
tive of a 12-payment plan or even a 10- 
payment plan on each bill he purchases 
in which he would pay 10 per cent a 





month beginning the following month 
after purchase. This would assure the 
manufacturer a steady payment of obliga- 
tions due rather than waiting for months 
and taking notes in amounts too large 
for most stores to handle at due dates. 
As an offset the present terms are 2 per 
cent 30 days, net 90 days and many deal- 
ers are not able to pay in 90 days, so 
at the end of four or five months they 
offer notes coming due perhaps six months 
later with no assurances that these notes 
will be met at the time. On the other 
hand a 10-payment plan would earn a 
percentage of the amount due each month 
and make it easy for the dealer to thus 
meet his obligations. 


Convention Adopts 
Resolutions 


Resolutions adopted by the convention 
asked: 

National legislation establishing a 
definite quality standard for platinum. 

Extension of proposed National legisla- 
tion, which would make it unlawful for 
manufacturers to engage in retail dis- 
tribution, to restrict wholesalers similarly. 

Termination of unfair practices, espe- 
cially the sale of “promotional silver- 
ware,” in selling both sterling and plate 
flat-ware and hollowware, as_ probable 
violations of the Robinson-Patman Act. 

Support for the Jewelers Publicity 
Committee, with which the association’s 
cooperative advertising committee has 
been merged, “so that the good work 
which has already been felt in trade may 
be enlarged.” 

Other resolutions recommended a new 
slogan for the jewelry trade to replace 
“Gifts That Last” and which will direct 
public attention to the necessities and 
beauties of jewelry wares in a more 
charming way; the adoption of a his- 
torian for ANRJA and an aggressive 
press agent; complete investigation of 
the proposed plan of blanket insurance 
after an insurance company’s report and 


its adoption by the ANRJA, if found 


acceptable; sincere thanks and congratu- 
lations to all those who participated in 
the removal of the 10 per cent tax on 
jewelry. 


All Officers 
Are Reelected 


Besides Mr. McNeil, officers were re- 
elected as follows: Vice-presidents, Wil- 
son A. Streeter, Philadelphia, northeast- 
ern region; Alvin Magnon, Tampa, 
Fla., southeastern region; Henry F. 
Stecher, Milwaukee, Wis., central region; 
William G. Drosten, St. Louis, Mo., 
northwestern region; Myron’ Everts, 
Dallas, Tex., southwestern region, and 
Arthur H. Dibbern, Glendale, Cal., 
Pacific Coast; secretary, Charles T. 
Evans, New York, and treasurer, A. W. 
Anderson, Neenah, Wis. 

Mr. McNeil has been president since 
April, 1932, when he filled the unexpired 
term of the late Edward F. Lilley. Selec- 
tion of next year’s place of meeting was 
referred to the executive board, which 
met Friday afternoon and designated the 
Waldorf-Astoria again. 








Two Chairmen 





Alfred Morell, chairman 
of the general committee 





Kenneth |. Van Cott, . 
chairman of the banquet committee 


3000 Registration 
Sets New High 


Registration at the convention exceeded 
3000, a record high that bettered last 
year’s attendance by 700. The excellent 
attendance and the optimistic tone to all 
discussions brought forth from leaders 
of the whole trade expressions of con- 
fidence in fall and holiday business pros- 
pects. Exhibitors reported that retailers 
are in the best buying frame of mind 
since 1929. Aggressive, intelligent mer- 
chandising to recapture that part of the 
market that has been lost to other indus- 
tries was urged upon members of the 
association. 

Reporting on a year’s research through 
the cooperation of large and small 
jewelers, R. M. Hay of Coshocton, Ohio, 
chairman of the merchandising commit- 
tee, offered as a five-fold plan for con- 
structive upbuilding of store and indus- 
try: study styles, force local fashions, 
modernize, feature diamonds, and check 
sales help for cleanliness and appearance. 

He particularly advised bringing 
fashion magazines to the jewelry store, 
where both customers and clerks can 
read them and displaying men’s shirts 
with French cuffs, with links and tie clips 
properly shown. The diamond room 
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should be the bright spot of the jewelry 
store, fitted with smart-looking tables 
and chairs, to make sales easier while 
prospective buyers are comfortable. 
There is a way to discover whether 
a manufacturer or wholesaler with which 
a jeweler deals is an industrial jobber 
or “wholesale-retailer,’ he said. “Take ' 
a list of them,” he added, “to your banker 
and have him write to them on bank or 
company stationery for a catalog, and 
inclose a memorandum order for mer- 
chandise you know is carried by the firm. 
Check the results and you will know 
which firms are 100 per cent. Get the 
proof and stick-by those who protect you.” 


Opening Sessions 
Held Monday 


Registration of: early arrivals took 
place Monday, Aug. 24. The executive 
committee met at noon, and at 2 o’clock 
a two-hour conference of national, state 
and local officers began under the chair- 
manship of Henry W. Von Unruh of 
Cincinnati, Ohio, president of the Ohio 
State Association. 

It was proposed that all state presi- 
dents name “key men” in subdivisional 
areas who would personally contact 
jewelers in their areas and solicit their 
membership in the state and national 
associations. Arthur H. Dibbern of 
Glendale, Calif., said that this plan had 
worked well in his state. 

Phineas Peters, head of the Brooklyn 
Retail Jewelers Association, proposed 
that local associations should have vot- 
ing strength in their respective state as- 
sociations in proportion to their paid-up 
membership, and that state associations 
should have voting strength in the na- 
tional association in the same fashion. 
Hyman Goldschmidt, head of the Metro- 
politan association, urged getting “the 
little fellows as the bulk of the member- 
ship.” Wilson A. Streeter, Philadelphia, 
declared in answer that the association 
is thoroughly democratic and responsive 
to the will of the members. 

In an informal welcoming address to 
more than 500 people Monday night, 
William D. McNeil, president, said: 

“Despite the fears and exaggerations 
engendered by the current political cam- 
paign, you know and I know that the 
jewelry business will go on—just as long 
as other businesses in our great nation 
enable people to prosper and buy our 
wares.” He referred humorously to a 
statement filled with “fear for our 
country and the Constitution” that came 
from Noah Webster 104 years ago. 

Citing the removal of the obnoxious 
jewelry excise tax as proof of the value 
of trade organization, he argued that it 
would be logical to contribute some part 
of the $2,000,000 saved the trade an- 
nually by the elimination of the tax to 
new memberships in the association so 
that the work of the A. N. R. J. A. may 
be advanced. Mr. McNeil also asked 
support for the Jewelry Publicity Com- 
mittee, the goal of which he defined as: 
“Concerted, trade-wide effort to make 
people with money to spend think of 
jewelry.” 
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More than 400 
Visit “Queen Mary” 


Tuesday morning was given over to 
an inspection of the Queen Mary, which 
was in her berth in the North River 
fresh from a record-breaking crossing that 
wrested the blue ribbon from the French. 
Chartered buses transported more than 400 
jewelers and guests to and from the pier. 
That afternoon, women guests visited 
Radio City Music Hall. 

The business part of the convention 
began in earnest Tuesday afternoon, with 
the following speakers: Carroll C. Seg- 
hers, sales manager of the Gruen Watch 
: Co., whose topic, “Which Way Are We 
Headed?” is reproduced nearly in full 
in this issue; Walter W. Mitchell of Dun 
& Bradstreet, who told of a retail jewelry 





Walter W. Mitchell 


survey, and H. S. Mosher, superintendent 
of Pinkerton’s National Detective Agency, 
who talked on the grisly subject, “Sneak 
Theft, Burglary and Window-smashing.” 

“Stock turnover among profit-making 
concerns was about twice as rapid as in 
the losing concerns,” said Mr. Mitchell in 
a detailed analysis of a questionnaire 
prepared by his organization and ANRJA 
officers and answered by 42 representa- 
tive concerns. “It was .9 times per year 
compared with .5 times. The range fig- 
ures indicate that it is unusual for a 
retail jewelry store to turn stock over 
much more than once a year.” 

He went on to report on expense con- 
trol, sales promotion, credit policy, mer- 
chandise control and repair department 
operation. Margin on diamonds, other 
precious stones and gold and platinum 
jewelry was smaller in 1935 than in 
1929, he showed, but sterling silverware 
and optical goods are being sold at a 
better margin and the importance of cos- 
tume jewelry has about doubled. 

Mr. Mitchell concluded in a note of 
confidence, mixed with cautioning: “I 
imagine the average jeweler will share in 
the further recovery of business. . . . In 
away, the greater danger besets the 
already profitable concern, because when 
we are prosperous we become uncritical 
of ourselves and fail to see signs of de- 
veloping obsolescence or other trouble 
which may later become a real menace.” 

Gem thieves must be scared into re- 
tirement if a large section of the public 
is to “dare to buy and wear fine jewelry, 
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unafraid of robbery,” Mr. Mosher de- 
clared. He urged jewelers to join the 
Jewelers Security Alliance, which the 28 
offices of Pinkerton’s represent, as “the 
jewelers’ own non-profit cooperative, pro- 
tective organization, more efficient for 
convicting thieves than local police forces, 
in that it is nationally effective.” 

The sleuth chief counseled his hearers 
to keep as complete a stock record as 
possible to aid in identifying and tracing 
stolen goods; loot, he pointed out, can be 
traced through movement numbers, case 
numbers and scratch marks. “Remember 
this,” he said on behalf of concerted ac- 
tion against jewel banditry, “one way to 
increase your business is to decrease fear 
that keeps people from buying gems. Get 
together and help law _ enforcement 
against this type of crime.” 


Modernization of 
Jewelry Stores 


Two hundred and fifty photographs of 
new and remodeled jewelry stores aad a 
sound film illustrating modernization en- 
livened a “modernization clinic” Tuesday 
night, with Henry W. Rank of Milwau- 
kee, Wis., presiding. Speakers were K. C. 
Welch, vice-president of the Grand 
Rapids Store Equipraent Co., Grand Rap- 
ids, Mich.; Harry FE. Zoll, Philadelphia, 
assistant manager of the Pittsburgh Plate 
Glass Co.; Justin B. McAghen of the 
Invisible Glass Co., New York, and 
James McLean, New York, acting asso- 
ciate director of the Federal Housing 
Administration. 

Modern store design, Mr. Welch 
demonstrated, is functional, its “stream- 
line” character consists of a pleasing 
continuity of line, eliminating non-essen- 
tial details. The result, he said, is that 
it ties in store comfort, color scheming, 
illumination, flooring, air-conditioning 
and other factors into a unified whole, 
and besides increasing sales is frequently 
less expensive than remodeling or build- 
ing in a “dated style.” 

“The antiquated store front, no matter 
how individual in design or construction, 
and regardless of the integrity of the 
owner it serves, fails utterly to give any 
outward evidence of the cvality and 
value that is concealed from all except 
the few initiated,’ Mr. Zoll said. “A 
jewelry store front should be a work of 
art, combining a multiplicity of impres- 
sions of the various units involved and 
producing an instantaneous and attractive 
picture. The persons who daily pass 
your store are ‘circulation,’ just as read- 
ers of a magazine or newspaper consti- 
tute its circulation, but they are a circu- 
lation far more select in quality, because 
they will stop and look if your store 
front attracts their attention, and your 
display arouses interest. 

“Full-page advertisements which, since 
1934, have appeared consistently, month 
after month, in THE JEWELERS CIRCULAR- 
KEYSTONE, each one featuring before and 
after photographs of actual Pittco store 
front installations, prove that the jewel- 
ers of America shared at least propor- 
tionately in the improvement of one 
jeweler, who refused to tell us to what 
extent his business had improved after a 
few months with a new front, for fear 
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Regional 
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FOR PACIFIC COAST REGION 





Arthur H. Dibbern of Glendale, Calif. 
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Wilson A. Streeter of Philadelphia 
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Alvin Magnon of Tampa, Fla. 
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that such a statement would invite com- 
petition, by giving the impression that 
his community would be a good place 
for other stores to locate.” 

The story of invisible glass, which was 
first installed in America by Marcus & 
Co., Fifth Ave., New York, jewelry house, 
was told by Mr. McAghon. Improvements 
suggested by previous speakers, Mr. Mc- 
Lean of the Federal Housing Administra- 
tion, said, can be financed through the 
National Housing Act, which insures 
loans for repayment in monthly install- 
ments during a period of one to five 
years. 


Conference on 
Precious Stones 


“Diamonds and Precious Stones” was 
the subject of a breakfast conference 
attended by about 50 jewelers at 8 
o'clock Wednesday morning. The talk 
of A. F. Eisenbeiss of Eisenstadt Mfg. 
Co., St. Louis, who presided, will be 
found reported elsewhere in this issue. 
Edgar Hume of Jacques Bienenfeld, New 
York, discussed pearls and _ cultured 
pearls. 

John R. Hackes, president of the 
American Gem and Pearl Co., and G. 
H. Niemeyer, vice-president of Handy 
& Harman, both of New York, and 
Charles P. Coster of Rochester spoke 
at the general session which followed, 
with Myron A. Everts, Dallas, Tex., 
regional vice-president, presiding. Mr. 
Niemeyer’s address, “Sell Them Ro- 
mance,” is reproduced in this issue. 

Mr. Hackes referred to colored stones, 
the subject of his address, as gems 
concerning which all too many jewelers 
have been lax in posting themselves and 
asserted that the average jeweler should 
realize “there is less competition in 
colored stones than in any other line of 
merchandise in his store.” 

“What can be done to interest the 
public in such gems?” inquired Mr. 





Everts. To which the speaker replied in 
substance: “Jewelers’ self-education first, 
then education for the public through 
exhibitions of gems, displays of rough 
and matrix, and lectures before various 
groups.” He declared, however, that 
there is at present more widespread in- 
terest in colored gems than ever before 
and that more dealers were importing 
them. 

Switching to the subject of merchan- 
dising diamonds, he commented that use 
of the term “perfect” is most unfor- 
tunate. “If I were a retailer, I think 
I’d advertise, ‘All our diamonds are 
guaranteed imperfect, and I’m sure I 
could sell truthfully and effectively by 
appeal to pride of possession, romance 
and a host of other arguments.” 

Mr. Coster delivered an inspirational 
address, illustrated by charts, on the 
battle-cry, “Hit That Line.’ He said: 
“Each day as I open my store, I see 
an invisible sign over the door like 
the sign that is over the door of the 
large jeweler as well as the small jeweler, 
the upstairs jeweler as well as the one- 
room jeweler. It says: ‘Grow or Go.” 
Comparing merchandising to playing 
football, he went on, “There are certain 
fundamental rules you must follow— 
honesty, loyalty, dependability, knowl- 
edge of the game, and every now and 
then the whistle blows, and they take 
a player out, or the team is penalized 
because somebody hasn’t followed the 
+ 

“There are three ways of looking at 
our business: (1) I am just making and 
selling jewelry, (2) I am making a liv- 
ing at the jewelry business, (3) I am 
helping build up the jewelry business... . 

“When the race starts, don’t wait for 
the coach to stick pins in you. There 
will be many obstacles out there and 
you'll have to hurdle them all, wholesale- 
retailers, other lines of business, price 
cutters, poor quality merchandise and 

















poor service. It may be that you will 
stumble over some of these hurldes. You 
may get hurt, but press on toward the 
mark. Your goal, your line is ahead 
of you. It will do no good to look back. 
The things you are fighting for are 
ahead of you.” 

There was no session Wednesday af- 





Charles P. Coster 


ternoon, which was given over to visit- 
ing the very large number of ex- 
hibits of every type of jewelry store 
merchandise. 


Number at Banquet 
Sets Record 


Not only did the 700 jewelers, ex- 
hibitors and guests who crowded both 
the Sert and Empire rooms set a new 
high in ANRJA banqueting history, but 
also established the record number of 
covers set in the Waldorf-Astoria Hotel 
for a summertime convention. 

Many veteran jewelers who did yeo- 
man service in trade organization at- 
tended, among them Henry Terheyden 
of Terheyden Co., Inc., Pittsburgh, who, 








| DINNER BY OSCAR OF THE WALDORF * * MUSIC BY MEYER DAVIS * * FUN FOR ALL 


“2 





just half of the 700 attending the gala annual dinner could be accommodated in the beautiful Sert Room. No speeches were heard this night from 
the speakers’ table, shown in left background. Meyer Davis’ popular orchestra furnished music for the dancing in this and the Empire room after 


one of Oscar's finest dinners. 
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at 82, was the oldest jeweler to register, 
had been in the trade since 1872, and 
an association member since 1911, and 
Henry F. Stecher of Milwaukee, regional 
vice-president, whose attendance at the 
national convention has been unbroken 
since 1911, and who joined the pioneer 
Wisconsin association in 1906. 

“Oscar of the Waldorf” personally 
supervised the serving of the dinner, at 
the conclusion of which President Mc- 
Neil was cheered when he disclosed that 
there would be no after-dinner speeches. 
The latter introduced a score seated at 
the dais and Commander Frank Hawks, 
a guest. 

During more than an hour, Kenneth 
I. Van Cott, manager of Marcus & 
Co., presided at the microphone, some- 
times in the manner of Major Bowes, 
while more than 100 merchandise prizes, 
contributed by exhibitors, were awarded. 
The famed Meyer Davis orchestra 
supplied dinner music, music for danc- 
ing in the Empire Room while the 
awards were being made, and finally 
for dancing in the Sert Room until 1 
o'clock in the morning. 


Five Speak in 
Silver Symposium 


Paul W. Monohon, sales manager of 
the Watson Co., Attleboro, Mass., pre- 
sided at an 8 o’clock Thursday morning 
breakfast conference on silver. A young 
business woman who admitted that her 
brief experience in the trade “has not 
brought her much money but lots of fun,” 
Mrs. Margaret Sies, of Sies & Company, 
Rossville, Ga., brought well-established 
retailers to their feet at the end of a 
talk on “Some Plans I Have Used.” Mrs. 
Sies, who established a small business in 
a community where many own “a Ford, 
a worn out watch and a house full of 
children” — described novel promotion 
ideas which she said are readily adapt- 
able for a jeweler in any small town 
or rural district. Regarding her work 
pretty much as a social service she said 
she introduced wedding veils into usage 
in her community as well as proper 
jewelry for weddings. She gave the 
townspeople ideas for style shows, teas, 
garden parties and community functions, 
and incidentally, learned how it was pos- 
sible to get hundreds of dollars of free 
publicity thereby. 

Charles L. Bromberg of Bromberg & 
Co., Birmingham, Ala., speaking on 
“Taking the Jewelry Store to the 
Public,” showed what could be done by 
travelling displays which moved jewelry 
stock in trade to outside cities within a 
range of a hundred miles. 

“We take young blood from our store 
and in two weeks bring them back from 
these trips greatly improved salesmen. 
We are not so much worried about how 
much merchandise they have sold but 
how many pleasant contacts they have 
established for Bromberg & Co., as we 
are trying to make the impression that 
Bromberg’s is the place to buy.” 

H. V. Paul, Wiss Sons, Inc., Newark, 
N. J. spoke on advantages of a long- 
range promotion program. By “spot- 
lighting,” he told how Wiss Sons had 
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increased their sale of wedding rings" 


100 per cent in 1934 over 1933, and by 
the same percentage again in 1935. Mr. 
Paul told how monthly dinner meetings 
with the company personnel has resulted 
in finer salesmanship. 

Rudolph J. Ortmann of Adams & 
Ortmann, Charleston, S. C., gave helpful 
suggestions in his talk “How We Mer- 
chandise Hollow Ware.” 


Diamond Sales 
Show Gains 


With sales of diamonds this year by 
the Diamond Corporation showing a 25 
per cent rise over 1935 and a four-fold 
gain over the low point of 1932, the future 
of the diamond industry is brighter than 
for several years, Sidney H. Ball of 
Rogers, Mayer & Ball, said. 

Notwithstanding gains in sales, the 
total is only half of what it was in 
1927-29, he said. For the diamond in- 
dustry to make further strides, he con- 
tinued, relative tranquillity in Europe 
and normal business here are necessary. 

The production end, then, is in a sound 
condition, he summarized, with output 
well shaped to demand, but the cutting 
industry is in less satisfactory condition 
due to the economic struggle, “we might 
almost say war,” between Antwerp and 
the German Rhine towns for supremacy 
in the cutting of small stones. 

“This economic struggle, feeding on 
degradingly low wages for the artisans 
and non-existent profits for the masters, 
explains the relatively low prices for 
small polished goods, although the larger 
cut stones are mounting in price and at 
times in 1935 were difficult to obtain. The 
rough from which such stones can be 
cut is itself rather rare (less than 5 per 
cent of a normal year’s output) and such 
goods, when cut, have been considered 
a safe investment by certain citizens of 
almost every land at some period during 
the past five years. In general, the price 
trend of rough, of large cut, and to a 
less extent of small cut is upward. 

“Other disturbing factors to the world 
trade in diamonds are the high tariff 
walls separating the various countries; 
the governmental restrictions as to the 
free flow of monies between these 
countries, and governmental control, in 
certain countries, of imports.” 


High Praise for 
Robinson-Patman Act 


Describing provisions of the Robinson- 
Patman Act, Felix H. Levy, New York, 
counsel for the American National Retail 
Jewelers Association, termed it “the 
most significant and important legisla- 
tion ever enacted in this country in the 
interest of independent retailers; it con- 
stitutes a wholesome event of historical 
importance. 

“It is important to emphasize the fact 
that whatever doubts may exist with re- 
spect to the constitutionality of some of 
its provisions, no substantial doubt exists 
of the legality and the constitutionality of 
the new law which constitutes its bone 
and sinew, namely, the enlarged power 
given to the Federal Trade Commission 
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Also Renamed 
Regional 
Vice-Presidents 


FOR CENTRAL REGION 





Henry F. Stecher of 
Milwaukee 


FOR SOUTHWESTERN REGION 





Myron A. Everts of 
Dallas, Tex. 


FOR NORTHWESTERN REGION 


- ~ 





W. G. Drosten of . 
St. Louis, Mo. 
























to repress unfair price discrimination.” 

Passed by overwhelming majorities, 
the law clearly marks the end of the 
domination of department stores, mail- 





Felix H. Levy 
counsel for the A. N. R. J. A. 


order houses and chain-stores over Con- 
gress, he declared, blaming that bloc 
for the defeat of the Capper-Kelly bill. 
It enlarges and strengthens the power of 
the Federal Trade Commission and the 
Department of Justice to repress and 
punish price discriminations when they 
are not based upon sound economic 
justification, he brought out. It will 
strike at secret rebates and excessive dis- 
counts. It will permit quantity discounts 
only where they do not exceed the actual 
differences or savings in the cost of 
manufacture, sale or delivery resulting 
from the quantity sold. 


Inter- Trade 
Credit Relations 


Frederick A. Ballou, Jr., president of 
the Jewelers Board of Trade, Provi- 
dence, R. I., called the board a stabiliz- 
ing factor in the whole industry, meriting 
the cooperation of jewelers everywhere, 
declared’ that good will and fair play 
in business as in other walks of life 
are well worth cultivating, and from his 
experience gave this note of cheer: 

“The jewelry industry, and I include 
not only jewelry but watches, diamonds, 
silverware, and allied articles, has made 
substantial progress in the past three 
years. You retailers, 22,000 strong, have 
made an outstanding contribution to this 
program by liquidating your old mer- 
chandise and placing yourselves gener- 
ally in a position to make reasonable 
profits within the next 12 months.” 

The board’s influence, Mr. Ballou 
said, tends to deter the man who would 
defraud his creditors and dump dis- 
tressed merchandise on the market to 
the detriment of the honest jeweler. 


Million-Dollar 
Display of "Gems 


Gems with a retail value of ap- 
proximately $1,000,000 were worn by at- 
tractive models in a style show intro- 
duced by June Hamilton Rhodes which 
was the only event Thursday afternoon. 
Mrs. Rhodes, who issues publicity for 














jewelry under contract with the Jewelers 
Publicity Committee, spoke in the vein 
of her article, “Jewelry in the World of 
Fashion,” appearing in the first section 
of this issue. Photographs of the show 
were syndicated widely. 

Jewelry for every hour of the day was 
loaned by B. A. Ballou & Co., Church 
& Co., Corbett & Bertolone, Inc., Leo 
Elwyn & Co., Inc., F. & F. Felger, Inc., 
Oscar Heyman & Bros., Inc., Jones & 
Woodland Co., Inc., Krementz & Co., Inc., 
Larter & Sons, Inc., Walter Lampl, Papa- 
zian Bros., Inc., Traub Mfg. Co., Inc., 
and J. R. Wood & Sons, Inc. 


On Thursday night, jewelers, their 
wives and guests were guests of 
Longines-Wittnauer Co., Inc. at the 


Hayden Planetarium. 


Time Inspectors Hold 
Annual Staff Meeting 


The tenth annual staff meeting of the 
Baltimore and Ohio watch inspectors 
was held at the Hotel Lincoln, New 
York, Aug. 26, with 145 persons, rep- 
resenting nearly the complete staff of 
the railroad’s time service, in attendance. 
The meeting was arranged to be held 
during the week of the convention of 
the A.N.R.J.A. 

This annual meeting, which was be- 





William C. Donnelly 


gun at Pittsburgh with a little get- 
together, has grown annually in interest 
and attendance, and now provides a 
genuine source of knowledge of interest 
to those afhliated. There were inspec- 
tors present from Kansas City, Chicago, 
St. Louis, Cincinnati, Washington, Balti- 
more, New York, and _ intermediary 
points embraced by the B. & O. R. R., 
the B. & O. Chicago terminal, the Chi- 
cago & Alton Railroad, and the New 
York division of the Staten Island R. R. 


Lines. The convocation was held in 
conjunction with the sessions of 
A.N.R.J.A. 


Principal speakers at the sessions were 
William D. McNeil, president of A.N. 
R.J.A., who outlined the relationship of 
the retail jeweler to the transportation 
facilities; William Pitt, general auditor 
of disbursements of the B. & O. R. R., 
and M. T. Jones, associate editor of the 
B. & O. Employees’ Magazine. The 


sessions were conducted by William C. 
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Donnelly, general supervisor of the time 
service of the railroad, who is a direc- 
tor of the Horological Institute of Amer- 
ica. Mr. Donnelly and Samuel Wilson 
were presented with lounging robes in 
appreciation of their services. 

One feature of the luncheon at noon 
was entertainment by pretty little 
Barbara-Ann Blunt, six-year-old Youngs- 
town, O., miss who was in New York 
City preparatory for leaving for Holly- 
wood, Cal., where she has been signed 
to do her clever singing and dancing 
for the screen. Her performance won 
considerable applause from all parts of 


* the dining room. 


The committee on arrangements and 
meeting was composed of C. F. Pew, 
Pittsburgh, chairman; Simon Penn, 
Wheeling, W. Va.; Phil Katz, Balti- 
more, Md.; W. A. Southam, Cleveland, 
O.; R. E. Armstrong, Toledo, O.; Floyd 
Frazee, Keyser, W. Va.; G. M. Karns, 
Chicago, and Jess Mace, Kansas City, 
Mo. 


Debate on 

Credit Selling 

Reading and consideration of ithe 
Goldstein proposal for credit selling 


dominated the closing session of the con- 
vention Friday, which opened at 10:30 
o’clock in the morning and closed at 1:30 
o'clock in the afternoon, William G. 
Fraser of Durham, N. C., presiding in 
the absence of President McNeil. Con- 
siderable comment made it clear that 
the matter of time-payments is the most 
vital question before “old line cash 
jewelers.” 

“We must recognize as an industry 
that much of the revenue we should have 
goes to others because people realize that 
competitive merchandise is to be had 
almost on their own terms. I am sure 
the credit jewelers have proved conclus- 
ively that there is more business to be 
had this way,” Tinley L. Combs, a former 
president, Omaha, Neb., commented. 





Metropolitan News Photo 


Henry W. Rank, Milwaukee, came by 
American Air Lines to the Jewelers’ 
Convention 


Both Wilson A. Streeter and Kenneth 
I. Van Cott, operating two of America’s 
largest retail jewelry establishments, 
pointed out that every jeweler is in the 
credit business to an extent. 

Mr. Streeter questioned the phase of 
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the Goldstein proposal which treats only 
the sale of silverware and watches, stat- 
ing that to limit credit to these would re- 
sult in confusion for the consumer. He 
also stated doubt as to the full support 
of credit selling by the manufacturers. 
Counter-proposals for jewelry credit 
and finance bureaus were made by 
Phineas Peters and Hyman Goldschmidt, 
both active in metropolitan association 
work. This would make for easier credit 
to the small retailer, it was contended. 
“In the automotive industry it is the 
finance company which reaps the profit 
from long-term selling, while the distri- 





Samuel Feldman, Brooklyn, chair- 
man of the registration committee. 


butor goes short on the profits,” William 
Gibson, N. A. C. J. president, said in 
taking the floor to contend that credit 
selling by the individual retailer offered 
the easiest and best solution of the prob- 
lem. 

Discussion closed with the announce- 
ment that the matter would be given full 
consideration in the report of the resolu- 
tions committee. 


Streeter Resigns 
Chairmanship 

Mr. Streeter, president of Bailey, 
Banks & Biddle Co., Inc., Philadelphia, 
believed by many to have done as much 
for the cause of retail jewelry as any 
man in the organization, especially in 
regard to tax matters of late years, 
caused a stir when he announced at the 
conclusion of his report on “legislation,” 
that he was resigning the post after 15 
years, because of press of other activities. 

He modestly stated in his report that 
his committee did not take any credit 
for the repeal of the 10 per cent Federal 
excise tax, but said it was a combination 
of circumstances and endeavors that 
brought about the relief granted from 
the law. Mentioning the Robinson-Pat- 
man Act, Mr. Streeter made note that 
up to the present there are no clearly un- 
derstandable instructions available for 
its administration. 

William G. Fraser, Durham, N. C., 
past president, and chairman of the 
finance committee, speaking on the mat- 
ter of finances, stressed the increased 
activity of the association, and the con- 
sequent necessity for more funds, and 
made the suggestion that a sliding scale 
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of dues be provided to take the place of 
the per capita assessment. 

“It is ridiculous that larger jewelers, 
should only pay $5 per year to the as- 
sociation,” he said. “The large jeweler 
gets more benefits and therefore should 
support the association more substantially. 
I will recommend to the new administra- 
tion that members of this association be 
either assessed according to their capital 
investment or else they be requested to 
contribute to the national association in 
proportion to their volume of business.” 

On motion of Charles T. Evans, sec- 
retary, Mr. Fraser was authorized to 
take up the suggested action with the 
executive committee. 

Mr. Van Cott, manager of Marcus 
& Co., New York, reporting on whole- 
sale-retailing said: “Retailers are the 
showmen of the jewelry business. How 
many long years have we been operat- 
ing at great expense and often at loss? 
We must fight against invasion of our 
domain. The national slogan seems to 
be, ‘I Can Buy Wholesale.’ Buyers 
must ask representatives if they sell 
wholesale to consumers. If so, with per- 
fect justice you are within your rights 
in refusing to buy from them. Individual 
effort along these lines is the only 
method to be used successfully at this 
time, as federal rulings do not cover the 
situation.” 


Jewelry Publicity 
Commended 


The importance of the Jewelers’ 
Publicity Campaign was presented in no 
uncertain fashion by Mr. Streeter. Review- 
ing the evolution of jewelry publicity, he 
showed how recently only a little 
jewelry publicity was to be found. He told 
how in a matter of a few short months 
since the Jewelers’ Publicity Committee 
was organized, with President McNeil 
as chairman, that subtle propaganda for 
the jewelry industry, the value of which 
could not have been duplicated by the 
expenditure of millions of dollars, was 
accomplished with a meagre operating 
fund. He directed attention to the new 
impetus which had been given to certain 
types of jewelry which had lost all public 
appeal until they began appearing on 
the printed page. 

Mr. Streeter charged that the other 
branches of the industry are not bearing 
their share of the burden of the expense, 
but told of the efforts which are being 
made to receive better support of manu- 
facturers, wholesalers and importers. 
Acknowledging a substantial check from 
the Canadian Jewellers Association, Mr. 
Streeter suggested the possibilities of a 
continental campaign for publicity. “The 
average jeweler can afford to give the 
campaign no less than $25 per year,” he 
concluded. 

William Gibson, Chicago, president of 
the National Association of Credit 
Jewelers, said “The public is now sold 
on installment buying and it offers the 
only way to get around to giving the 
public the service it expects from 
jewelers.” 
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URRY, John, let’s get started, if 

there’s so much to see, as everyone 
has been saying. Gee, there are more 
exhibitors, this year, aren’t there? We'll 
have to do this in a systematic manner 
if we don’t want to miss anything, so let's 
start over here with the Handy & Har- 
man booth. Maybe they are giving these 
blocks of fine silver, weighing only 1033 
troy ounces, as souverirs? . John, 
look at these ducky nev, women’s watches 
in lipsticks, lighters, pocket cases and 
bracelets over here at the Raymond 
Watch Co. display. . . . Oh, we must 
do something about display materials and 
here’s Wolfsheim & Sachs. . . Excuse 
me, Jane, I’m going to. look over Inger- 
soll’s line . . you step up to the bar 
there at L. Luria & Son’s booth, and 
have one of their cool drinks. . . Oh, 
John, see what a nice double display booth 
of silver is made by M. Fred Hirsch Co., 
Inc., and the Sheffield Silver Co.... 
Gee, look at the order that man is giving 
A. Sauer & Co. for those tubular leather 
watch attachments. . . You'll like this 
display of fine timers over here at Lon- 
gines-Wittnauer. There’s the watch com- 
bining six different features designed by 
Col. Lindbergh. We mustn’t forget to 
attend the lecture at the Hayden Plane- 
tarium arranged through the courtesy of 
Longines-Wittnauer Co. . Look John, 
there is that 266-piece sterling silver set 
in the Lamerie pattern May was telling 
us about, over here at the Watson Co. 
booth. . . . What perfectly beautiful old 
silver services the Gold Recovery & Re- 
fining Co. has there! They say there are 
over 400 ounces of silver in that Martele 
pattern made by Gorham. . . . We must 
look at the Bristol Seamless Ring Co.’s 
line. They are featuring the Two-tone 
ring, you know. . . . Oh, John, here are 
those Treasures of the Sea we've been 
reading about. We must get a couple of 
dozen to make a window display. J. W. 
Johnson, Inc., is distributing them. 
Let’s look at Joseph H. Meyer Bros’. stock 
of Richelieu Pearls, and there’s that new 
Gardenia silverware pattern we must 
stock without fail, over at that long dis- 
play of the International Silver Co. They 
occupy five booths. Look at that 
darling orchid, John, at the Hamilton 
Watch Co. display—Hamilton deserves 
orchids for this beautiful exhibit. 
Jane, wouldn’t those modern glass dis- 
plays of the Cyrille Steiner Studios dress 
up our store? Speed is the motif 
of this Gruen display, isn’t it? It well 
may be with that snappy new Curvex 
line. . . What fine taste is shown in 
Leys Christie & Co. booth—that’s Mr. 
Leys now, talking with Mr. Seo of Miki- 
moto. Look here, Corogram, Inc. 
is showing that very popular initialled 
jewelry. They’re sharing a booth with 
Cohn & Rosenberger. . Here’s Ever- 
sharp, which has been advertising the 
pen that can’t leak, with the adjustable 
nib. Here’s a good place to get 
those tools and findings for the repair 

















‘Mr. and Mrs. John Jeweler 
Make the Rounds of the Exhibits 


department, John, at’ Swartchild & Co. 
. Jacques Kreisler always has the 
newest thing in watch attachments, Jane, 
and the vanities in enamel come to suit 
every taste. . . Let’s see what Water- 
man is offering this Fall in the way of 
pens. Hmmbh, nice stock. . We 
mustn’t forget to take advantage of 
Bulova’s generous offer of a trip through 
the factory at Woodside, L. I., just as 
soon as we find spare time. Autos leave 
from the hotel about every half hour. 
. Wouldn’t it be fine for the trade, 
Jane, if all manufacturers and distribu- 
tors used Walter Lampl’s card, here, 
which reads: “Positively not sold to drug 
stores?” . . Across the way is a com- 
plete line of chains and metal watch at- 
tachments in the comfortable booth of 
J. F. Sturdy’s Sons Co. Aren’t those 
American Beauty roses beautiful there 
in the Untermeyer-Robbins & Co. booth? 
They handle the American Beauty rings 
you now... . There you have enamelled 
vanities in all colors of the rainbow at 
the booth of the House of Tre-Jur, Inc. 
The Bock-Lewis Co. has an at- 
tractive line in stone rings at a popular 
price level. . . Pearls certainly are in 
evidence here, this year, aren’t they? 
There are some more at the Heller- 
Deltah Co., Inc., place. Don’t you think 
we ought to investigate the possibility of 
rhodanizing, the process of Baker & Co., 
Inc.? ... The Manchester Silver Co. is 
well represented here, showing sev- 
eral new patterns. . . Suppose we go 
over to J. R. Wood & Sons, Inc., and give 
them our congratulations on ther record 
of 86 years in business and the beautiful 
display they’ve effected with their rings 
and Omega watches. . . Incidentally, 
Wm. Schwab reported that receipt of 
orders on Monday was the largest single 
day in the history of the company. . . 
The space of Leo Elwyn & Co., Inc., 
looks like a permanent one with their 
silver in those heavy display cases. . 
That’s a snappy line of clips, bracelets 
and the like in the latest designs at 
Mazer Brothers’ booth. There is 
great variety in the highly stylized men’s 
sports jewelry which we’re selling so 
fast, at B. A. Ballou & Co., Inc. Let’s 
look at it. . Lieberman Bros. gives 
us plenty of choice in their lines of na- 
tionally advertised jewelry. The 
Nathan Holtzman Corp. is featuring 
watch attachments, chains and watches. 
; Here’s something new, John, we 
could probably step up business with 
lodges and civic clubs with a line of 
gavels and sounding blocks, which Lig- 
num Vitae Products Corp. furnish in great 
variety of woods and shapes... . Van- 
style Specialties Co. and Grad & Schrager 
Inc., are doing business in the same 
booth. Here’s a great deal of men’s 
jewelry at Bert L. Kaufman’s booth. 
Over there is Louis Franklin, who does 
such novel work in mountings of stones. 
John, this is one of the finest displays of 
precious and semi-precious stones we've 
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Rings, rings and more 
This is E. S. Feinstein & Co.’s dis- 

. Over there is C. A. Jakobb 
whose designs have been seen in Tue 


seen yet. 
rings. 
play. . 


JEWELERS’ CIRCULAR-KEYSTONE, 
Certainly the most valuable collection of 
gem stones here is that of Papazian Bros, 
Those are the large star sapphires which 
got notice in the trade press. . . . Come 
over here, Jane, you’ve never seen 
diamonds cut and polished have you? 
This is Lazare Kaplan & Son, Inc., which 
has a lapidary polishing stones and ex- 
plaining processes as he works. 

The National Silver Co. occupies much 
space, with a large array of silverware, 
cutlery, novelties and clocks. . . Still 
more rings, John. Let’s look at M. J. 
Schuster’s display over here in the corner. 
... And now let’s go over to Aisenstein 
& Woronock and have our watches tested 
on the new Western Electric watch rate 
recorder, which was received in time for 
the show. It’s the last aid in watch ad- 
justment. . . A. Cohen & Sons Corp. 
are showing a complete line of the mer- 
chandise they distribute. . . . Look, Jane, 
there are over 400 different watches, 
which make up about 90 per cent of the 
current lines of the Elgin Watch Co. It 
sounds like the Battle of Bull Run at 
night when the men in attendance begin 
snapping shut the many cases simul- 
taneously. . . . Come over here, we must 
stop and see the new Gemex silk cord 
watch attachment, and since everyone is 
ordering these like hotcakes we must give 
them a try. Here’s Hadley Co., 
which deserves a word of praise for its 
beautiful display, put here not to solicit 
orders, but to build good will by acquaint- 
ing us retailers with their advertising 
program, their service department and to 
receive suggestions. . . . Just look, more 
watch vracelets and compacts at Kesten- 
man Bros. Manufacturing Co. . . . The 
Illinois Watch Case Co., is here again, 


with a two-booth display. . Norma 
Pencil has a small place inside the 
door of the Astor gallery, one of 


the busiest booths on the floor. 
Silver and china are blended beau- 
tifully against that rich scarlet back- 
ground of Oneida’s large exhibit. . 

See the Parker Watch Co. booth? They’re 
showing those new round ladies’ watches, 
and they have a curved watch, which 
they call the Parkurv. Swank 
always have something swank to show. 
Let’s spend a moment looking over their 
stock. . . One of the most interesting 
propositions of this show is found in the 
new Tavannes watch gift box, which 
poses as a finely bound leather book, 
titled, “My Christmas.” Space is pro- 
vided in it for the listing of all hciiday 
gifts, engagements and all that might be 
worth remembering. Here’s an in- 
teresting thing, Jane, this oversize watch 
of the Waltham Watch Co., is the grand- 
daddy of the many enlarged movements, 
at this show. This is being exhibited 
for its 43rd year, but still is an attrac- 
tion. It is enlarged to ten times the size 
of its model, the Vanguard, which has 
23 jewels. Conover & Quayle seem 
to be taking a lot of orders for their 
watch lines and watch attachments. . 


THE JEWELERS’ CIRCULAR—KEYSTONE 
for September, 1936 


























| | 
Sa pe 


* 
ee ee RR te PLA CDS 















The three units above are representative of a new beautiful series of cases conceived by MARCE. 


KATZ & OGUSE 


INCORPORATED 
CREATORS OF FINE JEWELRY AND WATCHES 
33 WEST 60th STREET ° NEW YORK 








Entire Contents Copyrighted K & O. 1936 
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ENJOYING THE CONFIDENCE O F THE eS wer 2 See : 





J. R.WOOD« SONS 

















WARNING: The exclusive feature of the 
Double Row Circlet is patented. Infringers will 
be prosecuted to the fullest extent of the law. All 
genuine Wood rings bear the Wood trade mark. 


WwoO0D 


TRADE MARK 
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THE BEST PROFIT 
LINE OF THE SEASON 


Profits depend on volume and mark-up. 

J. R. Wood & Sons have won and held their place in the indus- 
try because for 86 years recognition of these fundamentals has 
guided their relationship with the retail trade: Volume for the 
retailer — assured by creating rings of outstanding customer 
appeal (witness, in particular, the Wood Matched Sets of Engage- 
ment and Wedding Rings for 1937)...and Mark-up—assured by 
absolute restriction of Wood products to 100% retail jewelers. 

The Wood Line is the best profit line of the season. Display it, 


advertise it, feature it...and it will produce. 


J.R. WOOD & SONS, INC. 


Stylists in Jewelry Since 1850 


Main Office and Plant: 1325 Atlantic Avenue, Brooklyn, N. Y. 
Other Offices: PARIS - ANTWERP - AMSTERDAM 
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- MARVELOCK 


The CLASP in a CLASS by ITSELF! 





JACQUES KREISLER SALES CORP 


36 WEST 52”° STREET NEW YORK C 
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THE FIXED IDEAL THAT BECAME A FACT! 


It had long been a fixed “New Haven” ideal to bring out, at yee 4 
low prices, a line of American-made 7-jewel watches of real beauty and — 
worthy construction. That ideal became a fact last fall and its realization 
an immediate success in watchcraft. The watches are described below, — 
but they should be examined at your jobber’s, when it will be self-evident 
that dealers who feature them will automatically dominate the moderate- 


priced watch field. 


WITH CASES OF BEK PROCESS 


YELLOW GOLD 


TO RETAIL FOR 


$5.95-56.50-57.50 


The cases are of yellow gold applied by 
the BEK process. This is not a thin 
electroplate but a durable layer of pure 
gold made integral with the basis, good 
for long, satisfactory wear. The backs 
are chromium plated. The case and dial 
designs are smartly conceived and have 
unusual selling appeal. The movements 
a s high grade — are of de- 
"COUNT" "COUNTESS" pendable construction, and are accu-- 

rately timed at the factory. Behind 
this line is an unconditional guarantee 
of material and performance. 

“COUNT”—6/0 size. Raised numerals on a 

silvered dial. Unbreakable crystal. Pigskin 

strap with gold-plated buckle. Retail, 

$5.95; Keystone list, $8.20. 


“COUNTESS’’—8/0 size. Oval, two-tone 
silvered dial. Unbreakable crystal. Pig- 
skin strap with gold-plated buckle. Retail, 
$6.50; Keystone list, $8.90, 


““DUKE”’—8/0 size. Two-tone silvered dial. 
Unbreakable crystal. Pigskin strap with 
gold-plated buckle. Retail, $6.50; Keystone 
list, $8.90. 


“DUCHESS’’—8/0 size in Wadsworth case. 
Silvered dial with etched numerals. Un- 
breakable crystal Two-tone brown 
“checker board’ strap with chromium 
plated, adjustable ratchet clasp. Retail, 
$7.50; Keystone list, $10.20. 


Prices slightly higher on Pac. Coast. "DUKE" “DUCHESS” 
OTHER ws.iST WATCHES IN MANY STYLES FROM $3.25 UP 
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HAT would a collar be without that ‘‘finishing touch" only a tie can 

give it? Just about what a modern watch would be without that extra 
something supplied by a smartly-styled B/R DOUBLE-CIRCLE QUALITY 
attachment. The two invariably go hand-in-hand to form one completely 
gratifying picture. That there are so many such “pictures” in the watch 
world today is a tribute to the keen discernment of watch manufacturers 
and importers who instinctively choose Bruner Bands. . . . 


LOOK FOR THIS =, }} MARK OF MERIT 


Since 1912 


BRUNER-RITTER, INC. 
350 HUDSON STREET, NEW YORK 
Chicago: 35 E. Wacker Drive ° San Francisco: 150 Post Street 





3RUNER BANDS — Keeping Company With America’s Finest Watches 























STYLE LEADERSHIP « BACKED BY SELLING POWER 


Full Pages 


wn FULL COLOR 


Dominant space, compelling color, modern 





























design. . . such is Swank advertising in 
America’s greatest national magazines this 
Fall and Holiday Season — PLUS regular 
appearances in 34 college publications — 
PLUS incalculable lineage in local newspapers 
of every great metropolis and trading center 
...@ campaign that measures up to the name 
“SWANK” — nationally recognized symbol of 
smart styling and superior quality in men’s 


jewelry. 


JEWELRY ACCESSORIES FOR MEN 


Distributed through a selected list of 
wholesale jewelers 


Help yourself to these 
Sales Helps 


Full color display cards 


Mats for newspaper 
advertising 


Display units for Swank 
merchandize 








A COMPLETE DEPARTMENT OF “SWANK” WILL PAY BIG DIVIDENDS 
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29,000 JEWELERS 


Are Preparing to Replenish their Stocks for the 
Fall and Holiday Shopping Season. 




















BRISTO 


Bristol Rings 
are supplied in 
Platinum, 18K, 
14K and 10K 
white, yellow 
and green gold 
and two-tone 
combinations. 

















SOLD 
: THROUGH 
WHOLESALERS 




















BRISTOL SEAMLESS RING CO. 


MOST WILL CHOOSE BRISTOL RINGS 





OU, too, will discover the advantages of featuring 

Bristol Rings regularly. Thousands of Jewelers 
throughout the country appreciate the outstanding fea- 
tures of the Bristol line. Quality merchandise, better 
workmanship, up-to-the-minute styles and moderate prices 
promote lasting consumer satisfaction. Consumer accep- 
tance paves the way for more sales, and since Bristol 
Rings permit a fair mark-up, greater profits are assured. 
See the Bristol line. There is a style for every individual 
taste, whether conservative or ultra modern. Order a se- 
lection now and be prepared to meet the demands of your 
clientele. 


BRISTOL REPRESENTATIVES 


New York 
B. D. Lessner...Dave Weinberg 
ees. E. M. Bond 
29 E. Madison St., Chicago 


Traveling 
Eastern States. .S. C. Steinmann 
Pacific Coast......... Nat Post 
315 W.5th St., Los Angeles, Cal. 





Manufacturers of Distinctive Wedding and Engagement Rings 








Main Office & Factory, 71 Nassau St., New York 
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AN OUTSTANDING TRADE-MARK— accepted by consumers everywhere 
as proof of quality—allowing you to devote your time to selling more silver- 
ware, instead of debating quality with the customer. 

PRICED RIGHT FOR THE VOLUME MARKET—SETS STARTING AT $10 
—The price that you know is psychologically right for volume sales—the price 
that, combined with known quality, enables you to secure business that would 
otherwise go to unknown brands and syndicate stores. 


SOLD DIRECT—Direct Selling—treally Controlled Distribution— 
assures you of legitimate profit. Here is the stable-price, direct-to-the- 
dealer, volume line that every jeweler has wanted. 

50% PROFIT—And really Controlled Distribution means that it will 
be really 50% Profit. 

SAVINGS ON SETS—A proved method of stepping up the unit 


sale—‘‘The larger the set, the larger the saving.” 


3 OUTSTANDING DESIGNS—Sparkling and authoritative patterns 


created especially for volume appeal by leading silverware designers. 


MOST BEAUTIFUL CONTAINERS IN THE VOLUME FIELD— 
Chests that make striking displays and have irresistible consumer appeal 
as well. Handsome Free containers in addition to charged-for chests. 


EXTRA SILVER FOR LONG LIFE—AI! most-used spoons and 
forks bear an overlay at the wearing point—ea quality feature that 
you can effectively stress. 

MERCHANDISING HELP—Newspaper ads that are really novel 
and effective—handsome imprinted folders—out-of-the-ordinary dis- 
pley cards—merchandising plans that bring them in—all the tools you 
need, to get the profits in the volume market. 

CRYSTAL CASES—THE CONSTANT DISPLAY—New—the 
greatest innovation in silverware display in years—allowing full-view - 
display of service pieces, yet providing constant protection from dirt 
and tarnish. 


A FAST-MOVING INTRODUCTORY OFFER—To create store 
traffic you offer and advertise, The Sampler Set of 6 Teaspoons for $1. 









and 


NATIONAL 
CONSUMER ADVERTISING 


FEATURING HOLLYWOOD STARS 


We. A. ROGERS, Limite 


ONEIDA LTD. Successor 
Sherrill, N. Y. 
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CHICAGO OFFICE - 35 E. WACKER DRIVE 
SAN FRANCISCO OFFICE - 704 MARKET ST. 


NEW YORK OFFICE . 





Write us or your jobber 
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Bx the 


covers of this new ; 
catalog, 200 Gemex and Pontiac Watch 


Attachments are illustrated and described. 4 








This most comprehensive catalog will prove 






valuable to every progressive jeweler. We will 


be pleased to send you a copy upon request. 


ae 
<A 


GEMEX COMPANY 


170 THOMAS STREET + NEWARK, NEW JERSEY 
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papers for details of 
new Fall campaign 











e Just off the press...the biggest and most 
valuable catalog ever released by Parker. Send 
for yours zow on your business letterhead. 


Visit the Parker Watch Display at the Hotel Sherman, 
Chicago (Booths 25 and 26) during the convention of the 
National Association of Credit Jewelers, Sept. 20 to 23. 


Parker 


THE WATCH WITH THE 
MICRO-SYNCHRONIZED 
BALANCE 


PARKER WATCH COMPAN Y ¢« 50 FIFTH AVENUE, NEW YORK, N.Y. 
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Millions 
of Smokers 
recognize 


on the screen 
and off 


Alert men cond women 
follow the leaders in 
smart smoking customs 
and thus the year 
‘round consumer de- 
mand for RONSON in- 


creases daily. 


ONSON 


WORLD’S GREATEST LIGHTER 












‘Lights—Action’ 
The movies demand both 
cod get them lrom—_ aa | | 







situation — and ovt 
comes a RONSON. 
“FLIP — it's lit] RELEASE 
— it’s out!“ Smooth, 
sure. 















Smart men ond wo- | 
men in smart places 
use RONSONS. Watch © 
for them, on the screen 
and off. 





Exacting movie direc- 
tors in reel life select 
RONSONS because 
they represent the 
modern trend in smok- 
ing customs and be- 
cause they work, (thus 


saving expensive 


7,000,000 families 
will see RONSON 


Dg ee ee this one / 
ual | 


in leading national! 








consumer magazines 


this month. 


Get ready for-..your 


RONSON 


business of all time. 





rette Cases, 
ties, mechan- 
ical Pencils, 

‘able Lighters, 


hters, Lighters 
ined with . 
biggest 
ete. be- 
gin at $3.50. 


4 


The following three’ 
pages tell you how to 
get YOUR shafe of 
this huge demand. 


“What's New in RONSON” 


Send for it, giving dealer's name 
ART METAL WORKS, INC. 


Tt Aronson NS, 
(Canada: DOMINION Jorents 





Always thi E 
\ 3 Way 10met ‘ng 
Each day, more men and women smokers are forming the RONS: 
Lighter habit. The tremendous consumer preference for RONSON 
obviously based on the product's unquestioned superiority in ef 
ciency, in endurance, in materials, in craftsmanship, in eye-appe, 
and in value. 


Because there is always a new chapter to the RONSON story in th 
form of new models, new functions, new designs and new finishes, put 





lic interest is constantly stimulated and restimulated, and YOU 
RONSON sales contihue to climb to new heights. 


SS) . 


Here are a few of the latest RONSO 
innovations that will bring pro: 
pects to your store. Carry them ar 
display them. They'll attract ne 
faces and give you extra busines 










No. 16254 . 
RONSON TOUCH-TIP 
and WATCH COMBINATION 





"Styled in the modern 
manner, this Touch- | 
Tip also serves as a 
time-piece. The de- 
pendable stem-wind 
and stem-set watch 
was created specially 
for RONSON. Case 
is richly enameled in 
Black and Ivory or 
Tortoise and Ivory 
with Chromium 
plated base and fit- 
ments. Height 4”, 
Length4”,Depth2!/” 























Tip model, will be 
paralleled by this new 
two-purpose combi- 
nation. The price is un- 
usually low. 


The tremendous success 
of the <a Touch- 











sas vos {SS A 
a To Keep Your ROMS mM Lighter F onew eac' 
Oe frre reece cry ° - " Lae ond oa rg Lighter. It includes every- 
= ey qo) Display this attractive fo}, be), | thing to keep a RONSON 
Bt ere F card in your windows won SERVICE KIT in tiptop shape. 
3 and on your counters. It 7, Seat rat thn ot ae ' 

Z is all- a 
will sell RONSON Flints I sonon wren wren ant, Aeneaan piece reminds Lighter 
and Wicks for you. at owners to buy a can of 

me LE: Ronsonol, World's Great- 
est Lighter Fuel. 








FLIP — it’s lit ! 
RELEASE — 
it’s out ! 


TRADE MARK REG 
U. S. Pat. Re. No... 19023 
Touch-TipPat.No.1,986.754 
Canadian Patent Number 
288,148—289 889 
308 844— 311,040 


Touch-Tip Pat. No. 349.108 


$ WORLD’‘’S GREATEST LIGHTER | sittin ee: wo. 01 69: 





ef és 
pec nas No. 16255 
RONSON TOUCH.-TIP 
CIGARETTE DISPENSER 
A handsome RONSON Touch-Tip Table 
| th —\ = Lighter designed in the modern manner, com- 
ut ~ bined with a large capacity streamlined cigar- 
P iit) =_— i —— 2 ette box with automatic delivery system. At 
e}t Tit a \ the touch of a finger, a cigarette drops into 
| wa rack at base. Touch-Tip and cigarette box 
«@ plated in polished Chrome, richly enameled 
=) in Black and decorated with relief bands. 
5 > Base finished in Gunmetal, with polished 
iSO / ke Chromium plated corner rests (felt padded). 
ro: - 
: - A big money’s worth 
an at a surprisingly low price. 
ne 
les 


Height 6 7/8” 
Length 6" 
Depth 2 3/4” 


No. 16230 
N E W RONSON TOUCH.TIP BAR 


Design 
Patent 
No. 100,752 





Every new RONSON 
model must prove itself a 
natural seller before it is 
released for general dis- 
tribution. 


That's why many 
RONSON models, intro- 
duced years ago, are still 
current favorites in popu- 


lar demand. 








Built to real jewelry 
standards, with an eye to 
lasting beauty and ser- 
vice, their selling appeal 


endures. 


That's why you're safe in 
stocking a wide selection 
of RONSON products,— 
they move quickly and 


A handsome miniature reproduction of a 
modern bar complete with tiny cocktail 
shaker, glasses, coasters, fitments, etc. Stand- 
ing an inch back of the bar on the extended 
base, a dusky attendant holds another shaker 
aloft and grins in eager anticipation. 


On closer inspection, the center section of 
the bar turns out to be the RONSON Touch- 
Tip Lighter. Similarly, the tops of the end sec- 
tions can be lifted on their hinges to reveal 
copious compartments, each holding 15 cig- 
arettes. As the lids are raised the cigarettes 


are automatically elevated for easy removal. 


The bar itself is of sturdy metal, handsomely 
enameled in grained walnut-effect with 
Chromium plated relief bands on either side. 
The top, miniature accessories and rail are 
finished in polished Chromium with White 
enameled coasters,—the bartender, in "But- 
ler" and polished Chromium plate in combi- 
nation with Black enameled hands, face and 
shoes and Red lips. The base is Gunmetal 
finish and felt padded. 


Watch the admiring crowds when 
you put this in your window. 


SEE NEXT PAGE FOR FREE SALES HELPS 


steadily and give you 





profitable business 
throughout the year. 





Tht me 
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Cm £0) 6) share of the profitable sales 


FREE 24 page gravure catalog of 
RON ON Lighter Products 


Check here [] if wanted 

















Gravure Catalo 
FREE RONSON TROPHIES 


Check here [] if wanted 


FREE Merchandising Service 
to bring to you regularly, 


RONSON 
» news, 
bulletins, 
supplements, 
catalogs, 
manvals, 





etc. 





* Visit the 
RONSONGift 
Exhibit at the 

BOSTON 
Gift Show 
Hotel Statler 
Sept. 14-18 
(Room $526) 


resulting from 


RONSON Advertising 





Here’s how to make RONSON 
an important department of 


' your business the year ’round | 


Consistent and powerful RONSON ad- 
vertising, in leading national consumer 
magazines, brings each new chapter of 
the RONSON story to a huge audience 
of men and women smokers. 


When they read these appealing 
RONSON ads, they feel the urge to own 
new RONSON products and to choose 
them as gifts for birthdays, weddings, 
anniversaries, bridge prizes, hospitality 
remembrances, presentation events, etc., 
the year ‘round. 


Intensify that urge by displaying 
RONSON creations in your windows and 
on your counters. Let smokers in your 
community know you as a RONSON 
Dealer so they may make their RONSON 
purchases at your store. 

Carry a wide selection of RONSON 
products to meet this ever-growing de- 
mand and use the many FREE RONSON 
Sales Aids for increasing your share of 
this profitable business. 


FLIP — it’s [it ! 
RELEASE — 
it’s out ! 





WORLD’S GREATEST LIGHTER 












REE RONSON Wind 
PRE and Counter DISPLAYS 











RONSON 
— FOLDERS & LEAFLETS 





RONSON 
— NEWSPAPER MAT Service 





RONSON Handbook 
FREE of Selling Suggestions 








Check here [| if wanted 


See the complete 
1936 RONSON 
lines thru your 
Authorized 
RONSON Dis- 
tributor or ate 
the permanent 
RONSON Display 
Rooms listed. 


ART METAL WORKS, Inc. ici’'Gnc: ARONSON SQ., NEWARK, N. J. 
CHICAGO — 365. State St. LOS ANGELES —728 S. Flower St. 


NEW YORK — 347 Fifth Ave. 


England: RONSON PRODUCTS, Ltd 


London, W. C. 2 


Canada: DOMINION ART METAL WORKS, Ltd. 


Toronto 


Australia: W. G. WATSON & CO., Ltd 


Sydney 








THE WORLD’S 2 BIGGEST CITIES ARE ABOUT 


| STILL 

HAVE YOU 
TOPPED IN 
POPULATION, 
KNICKERBOCKER 





GREATER LONDON 
Population 
8,203,942 








EQUAL IN SIZE... 





VERY LITTLE, 
JOHN, I'LL BE 
BIGGER THAN 
LONDON 
S3EFORE LONG 





GREATER NEW YORK 
Population 
7,848,065 





but the WORLD'S BIGGEST MAGAZINE 


is double the size of the second biggest! 


HE CIRCULATION of The American Weekly 
has reached an all-time high of 5,858,468 for the six 
months ending March 31st, 1936, topping the circula- 
tion of the second biggest magazine by two to one! 


In 624 of the nation’s 3,074 counties are a// the cities 
of 10,000 or more population. In these 624 counties 
live 68% of a// the country’s families; in them are 
made 81% of a// retail sales. And in these big-buying 
areas The American Weekly concentrates 87% of 

its sales-multiplying 
circulation! 


Advertising in The 
American Weekly is by 
far the greatest mass- 
selling support that can 


be given retailers of the 

The 
AMERICAN 
WEEKLY 


every day necessities and 


TH 


Greatest 
Circulation 
in the World 


al 


NEARLY 
6,000,000 
CIRCULATION 





NEAREST 
COMPETITOR 
CIRCULATION 


luxuries of life—the quickest, surest way for retai:ers 
to faster turnover and greater profits. 


What The American Weekly is 


The American Weekly is the largest magazine in the 
world. It is distributed through the 17 great Hearst 
Sunday Newspapers. In 627 of America’s 995 towns 
and cities of 10,000 population and over, The Ameri- 
can Weekly concentrates 67% of its circulation. 

In each of 174 cities, it reaches better than 
one out of every two families 

In 144 more cities, 40 to 50% of the families 

In an additional 134 cities, 30 to 40% 

In another 175 cities, 20 to 30% 


. .. and, in addition, more than 2,000,000 families in 
thousands of other communities, large and small, 
regularly buy and read The American Weekly. 


ERICAN 
EEKLY 


**The National Magazine with Local Influence”’ 
Main Office: 959 Eighth Avenue, New York City 
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An “ESPRIT DE CORPS’ marks the personnel of 
Pease & Curren. Men, methods and machines func- 
tion with the smooth performance of complete 
coordination. Each shipment of precious metal waste, 
whether the small lot of old gold from a retailer or the 
large accumulation from a manufacturer, is handled 
expeditiously. Join those who have learned to their 
complete satisfaction that “it pays to continue to ship 


to Pease & Curren.’ 


PEASE & CURREN 


Specialists in the Refining of Precious Metals 


780 ALLENS AVE. PROVIDENCE, R. I. 
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Unusual Cases and Dependable Movements 
Distinguish Every Watch Made by 


J. Schulz 


If you demand excellent quality in the watches you buy 
and sell, here is your line. J. Schulz Watches represent 
exceptionally high standards in styling, workmanship and 
materials . . . standards that have been rigidly maintained 
over a long period of years. 








17 JEWEL CRYSTAL OR 
BLACK ONYX DRESS WATCH 


J. Schulz Cases are strikingly different. Unusual origi- 
nality and charm are in every design, which appeal to the 
high grade jeweler and his discriminating clientele. 
Attract this quality business with an outstanding stock. 
J. Schulz Movements are unfailingly accurate and de- 
pendable. You can guarantee them unreservedly be- 
cause our unblemished reputation stands behind yours. 





Send for our catalog of distinctive models for men and 
women. 





17 JEWEL 14 KT. GOLD 
LIGHTER WATCH WITH 
ORIENTAL SAPPHIRES 


JAMES SCHULZ 


15 West 47th Street 
NEW YORK CITY 
LOS ANGELES OFFICE 





FRED PALM 17 JEWEL 14 KT. GOLD COMBINATION 
220 W. 5th St. NAIL FILE, KEY AND PENCIL WATCH 





17 JEWEL, 14 KT. GOLD, FOX HUNT CRYSTALS 
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... the tiniest Hamiltons 
ever made to sell in low price range 


ERE’S important news for every jeweler—a new way to 
the hearts of your women customers. A line of 20/0 
size Hamilton wrist models to sell at $40! 

























Never before have there been Hamilton Watches available 
in this small size at such low prices—and never have four 
watches been more exquisitely styled to a lady’s taste than 
these new models. Every one is a sales winner! 


Every watch in this new Grade 997, 20/0 size line has the 
newest Hamilton features—Elinvar* hairsprings to resist 
temperature changes, moisture and magnetism —Time- 
Microscope Tested accuracy (Time-Microscope, Reg. U.S. 
Pat. Off.) —true interchangeability of parts. 

The sale of these watches is going to be an important 
factor in the Fall jewelry business. Better check with your 
wholesaler as soon as possible to insure an adequate supply. 
Hamilton Watch Company, Lancaster, Pennsylvania. 


*Exclusive licensee under U.S. Elinvar patents 











HERE THEY ARE! 


Each of the four new 20/0 size 
watches shown above (Grade 997) 
has a 17 jewel movement, a case of 
10K gold filled (white or natural 
yellow), and svils to the consumer 
at $40 with cord attachment. With 
smart gold filled bracelet, each 
watch sellsat . . . . $42.50. 


HAMILTON % Vth of Rubrad ACCURACY 
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PRESENTS A SMART NEW LINE OF 


WALDEMARS 


and 


KEY CHAINS 


with the DUBL-LOCK Key Ring 








Waldemars and Key Chains are becoming more popular every season. They represent 
substantial sales in the jewelry business today. For this reason progressive jewelers are 
giving these items serious consideration. To meet this increasing demand, Forstner 


presents a varied and salable line of smart new merchandise to retail from $1 to $6. 


FORSTNER CHAIN CORPORATION - ° Irvington, New Jersey 


NEW YORE: 320 FIFTH AVENUE * CHICAGO: 29 EAST MADISON STREET 
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F. B. ROGERS SILVER CO. ANNOUNCES 


A NEW 
POLICY 
TO THE 
JEWELRY 
TRADE 


THE F. B. ROGERS SILVER CO., established in 1883, 
has long been known in the Jewelry trade for its fine silver- 
ware, made with all the traditional skill and craftsmanship 
of the New England silversmith. The present management 
well known and recognized by the Silverware industry as the 
foremost proponents of new ideas in merchandising, brings 
you a complete line of highly desirable items. 


THE F. B. ROGERS SILVER CO., in the interests of the 
Jewelry trade, will confine its regular lines exclusively to 
Jewelers and shall operate under and maintain a policy of 
CONTROLLED DISTRIBUTION, definitely eliminating 

. cut-throat competition which has so long been one of the evils 
with which the Jeweler has to contend. Resale prices will be 
very moderate for silverware of such fine quality, style and | 
workmanship bearing such a famous name. This will afford 
you a greater volume of business at increased profits. Your | 
enthusiastic support will make possible a continuance of this 


policy. 


YOU SHOULD BUY F. B. ROGERS SILVER 
BECAUSE ITS FAMOUS NAME MEANS:— 


Substantial Profits 
Fine Quality, Style and Workmanship 


Moderate Resale Prices, Which Means Increased Sales 


Controlled Distribution, ESPECIALLY BENEFICIAL TO 
THE JEWELRY TRADE. 


PPP, = 


We trust that our policy will meet with your approval and support. Your comments and inquiries 
concerning our lines will be appreciated. 


F. B. ROGERS SILVER CO. 


TAUNTON, MASS. 
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HALL BROS. CO. 


Pittsburgh, Po. 


C. A. KIGER & CO. 


Kansas City, Mo. 


EWING BROS. INC. 


Atlanto, Ga. 


MAYER BROS. 


Seattle, Wash. 


A. |. HALL & SON 


San Francisco, Calif. 


il 

























Kvery = 
SEGMENT-TOP 
WEDDING RING 


basically a 


GRANAT 


CREATION 


....the style was originated 
by Granat, and Granat holds the 


only patent covering the idea 





The attempt on the part of some manufacturers to infringe 
the aforementioned patent (No. 1792422), while not acqui- 
esced in by Granat Bros., the patentors, is flattering, never- 
theless... Principally to be emphasized here is the fact that 
more than five thousand jewelers throughout America pre- 
fer, and purchase, the rings actually made by Granat, because 
of the unduplicated quality of Granat designs and the thor- 
oughly obvious, greater excellence of Granat craftsmanship. 





Wherever you as a retail jeweler may be 
located, if in the United States, you have at 
your service one of the Granat wholesale 
distributors that are listed here at the left 


ranal Mfs. (0. 


ONE-FIFTY POST STREET 
SAN FRANCISCO, CALIFORNIA 
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SLIDE-A-LITE—the new perfect automatic ac- 
tion that never fails. It operates by an easy 
sliding action and is built to withstand the strain 
of the heavy smoker's constant use. The extra 
) large fuel reservoir removes the annoyance of 
frequent re-fueling. 





Made for men—and also with compacts for 
women. 


Made of PERM-A-PLATE a new alloy with 
tarnish-resisting qualities, having a beautiful 
English-gold effect. Made exclusively for 
SLIDE-A-LITE. Protected and guaranteed. 














SOLD THROUGH THE 
WHOLESALE JEWELERS 





ATTLEBORO - - - MASS. 
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iS itk yy BPATS ARE HERE AGAIN” 








SOLID GOLD 
“Good Luck” 


HORSESHOE 


RINGS 
Orders were the first proof that A WA RN N G 


these rings possessed sales-making 
possibilities that wise buyers qyick- 

ly discerned. Now re-orders are TO THE TRADE 
pouring in to back up their judg- 
ment. 


The Heller-Deltah Co., Inc., as the 
owner of the rights, under U.S. De- 
sign Letters Patent No. D-100815 
covering the Horseshoe Ring de- 
sign, takes this opportunity to warn 





FOR MEN the trade that any infringement of 
"Horseshoe" Rings are all set with its patent rights will be vigorously 
Cameos with or without diamonds. prosecuted to the full extent of the 


law. 





FOR LADIES 


"Horseshoe" Rings come in a com- 
plete assortment of synthetic birth- 
stones. 


HELLER-DELTAH CO. Inc. 


8 WEST 30TH STREET NEW YORK, N. Y. 
380 THE J —— ptember, 1986 


















































Simmons Quality ... a Constant Fac- 

tor for 63 years, regardless of business 

conditions. Never once has it tempo- 

rized with depressions, or curtailment 
of buying power. 


LINIMONS 


STILL HOLDS TO 


e Standards 





IT SET IN 1873 


To men like the founders of Simmons, standards of quality were in- 
violate as law... once set, they would never “adjust” them. By 
their hands, standards were set up for Simmons that towered above 
the field. And those standards have not been lowered one iota in 63 


years of all kinds of weather. 


Today, price-buying is on the wane. Quality is in the ascendant. But 
in the confusion of general “‘readjustments” you and your customers 
still may be guided by one permanent landmark on the scene. You 
will find Simmons standards exactly where you have always found 


them before—and a more diversified line than ever. 


Simmons Products are made to conform with U. S. Commercial Stand- 


ard No. CS47-34, for Gold Filled merchandise. 
R:-F-SIMMONS COMPANY, 4ttleboro, Mass. 


WATCH CHAINS AND BRACELETS * STRAPS * RIBBONS * CLASPS * BUCKLES * POCKET KNIVES * NECKLACES 


BEADS * BRACELETS * COLLAR CLIPS * TIE HOLDERS * RELIGIOUS JEWELRY * DEVOTIONAL PIECES 
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ror many years the representa- A I N 
tive lines of gold filled and 


rolled gold plate chains made by “ 
Bates & Bacon and D. F. Briggs The Best In The World 
Company have covered every re- For The Money” 


quirement of the trade for smart 
style, long wearing quality, and 
price range. 


D. F. BRIGGS CO. 


ATTLEBORO, MASS. 






BATES & BACON CO. 


ATTLEBORO, MASS. 





O accelerate the growing de- 
mand for various types of 
chains, many new patterns have 


WALDEMAR 
been added to these lines. Your 
DICKENS ‘ 

SPORT wholesaler will be glad to show 
you high-grade Bates & Bacon 
BELT Quality chains, or the high-value, 
PONY lower-priced Briggs Quality line. 

KEY 


CHAINS 
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Clocks, properly displayed, always sell. The 1936 
General Electric Merchandiser is styled to sell clocks, 


will sell them. 


You can get this up-to-date new fixture for your store 
free, with an order for 24 General Electric Self-start- 


ing Clocks, if placed now. Don’t miss this opportunity 





to increase, substantially, your fall business. Com- 


municate with your distributor now. 


GENERAL @ ELECTRIC 








Self-starting Clocks 
APPLIANCE AND MERCHANDISE DEPT., GENERAL ELECTRIC CO. zi = 
BRIDGEPORT CONNECTICUT 
* BLUE-NITE (square) 
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HAND-CARVED WEDDING RINGS 


of the 


HIGHEST QUALITY 


Le 4 


One of Hundreds of the 
FASTEST SELLING WEDDING RINGS 


Created by the Finest Craftsmen 
SOLD THROUGH LEADING WHOLESALERS 


HAMILTON RING CO., Inc. 


26 John Street, New York, N. Y. 
29 E. MADISON ST., CHICAGO, ILL. 
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Z-TAVANNE SP 


oy TA-VAN 


wateh tad limes the worl « om a» 


NEW YORK LONDON PARIS MONTREAL HONG KONG TOKYO CAIRO 


608 FIFTH AVENUE NEW YORK 
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for wipow’s to show their 
’ cewmuemen “etPect for she 


deceased one, 
LADIES who has passed 
on. Also, their 
station in life. 


HOW OFTEN PEOPLE INQUIRE... 
“Is she married?” 


TWO RINGS IN ONE 


& 
The yellow gold band 
represents the wedding 
ring; the white gold band 
indicates a separation 
either by death or divorce. 


SOLID GOLI 





Design Patented and Trade Mark Registered 
in the U. S. Pat. Off. and Foreign Countries 


THE WIDOWS MITE PATENT CO. 


BCOe » @ O, Wee eit Nh Gy. Meee 















( yp 
Larges! Mops. 
Make a Friend 
Wh / _ by Sellin 
vf Him a Tubular 


Split Proof Strap 


SEE OUR. DISPLAY 
al 
National Retail Show 


Waldorf Astoria ® New York 
WATS 


National Association 
y C redit Jewelers 


tel Sherman Chic AIO 


Ye lnk 
I hher le, ios 


Snlil Op, cf Talulars 


DESIGN PAT.NO. 98,189. 


Mad Only 


PAT. NO. 2035671 ly 


PAT. NO. 2035,672 





“A. SAUER & COMPANY 
FACTORY & MAIN OFFYCE 5TH & RACE STS. 


.CINCINNATI, OHIO 


VEN YORK OFFICE e 507 FIFTH AVENUE, N. Y. 
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Gy cirloom Plate 


SILVERWARE CREATED 





© ONEIDA LTD., MFRS., SHERRILL, N. Y. 
A Reproduction of one of the outstanding Heirloom Plate advertisements scheduled to 


appear in America’s Leading Class Magazines: Vogue, House and Garden, House Beautiful. 
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“Gruen—The precision Watch—Since 1874 
— The watch of Discriminating Americans — 
The first Verithin—The Quadron—The Gruen 
Curvex.”’ @ Words and phrases that emphasize 
pride, prestige and profit—Indeed, Time Marches 
On, for Gruen and Gruen Dealers everywhere. 
And, with the announcement of the Ladies’ 
Curvex, dainty, feminine twin of our revolution- 
ary Curvex wrist watch for men, and the sub- 
stantial increase of our advertising and promo- 
tional plans, The March of Time Display and the 
unique and sensational publicity tie-up with Com- 
mander Frank Hawks, Gruen sales and ,-~ofit 
possibility are headed for a new all-time high. 
Join the parade with Gruen—this is a Gruen year. 


THE GRUEN WATCH COMPANY, TIME HILL, CINCINNATI, U.S.A. 


“THE PRECISION WATCH” 


AMERICA'S CHOICE SINCE 1874 
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For birthdays and anniversaries 
these PRACTICAL gifts of .... 


Real Quablltg/ 


i i i @ BUCKLES: Smart Sterling 
A man wants two things in belt buckles, tie and collar ee ee 
clasps—good looks and real quality. Wadsworth acces- the consumer, $5.00; in 
sories were created to satisfy these two demands .. . ae Yellow Gold Filled, 
they’re practical gifts for men. Suggest them for birth- csieietnaalall 

4 i @ TIE CLASPS: newly 
days and anniversaries. Scteeah ened 
are long and graceful. Price 


Notice the smartly engraved belt buckles . . . the grace- to the consumer, $1.50. 
ful tie clasps . . . the beautiful non-slip collar clasps . . . 


: . @ COLLAR CLASPS: Wads- 
real selling features! Remind your customers, too, that 


worth collar clasps incorpo- 





Wadsworth gifts for men come only in precious metals— 


hardened Sterling Silver and Natural Yellow Gold. 


The Wadsworth Watch Case Company, Incorporated, 
Dayton, Kentucky. Offices: New York, 20 W. 47th Street; 
San Francisco, 140 Geary Street; Chicago, 35 East Wacker 


Drive. 


rate a patented non-slip fea- 
ture. Price to the consumer, 


$1.00. 


@ SETS: Matched buckles 
and tie clasps may be ob- 
tained in fine satin-lined gift 
boxes. Price to the consumer, 
$6.50 a set; in Natural Yellow 
Gold Filled, $9.00 a set. 


WADSWORTH 
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7 REASONS WHY 


You Should Depend On A-W 
for Your 


WALTHAM WATCHES 
i 3 


] We _ are the LARGEST distributors of 
WALTHAM WATCHES in the world! 


2 We carry the LARGEST stock and assortment 
of WALTHAMS embracing platinum, solid 
gold, gold-filled, rolled gold plate, stainless 


steel and chromium! 


3 We carry over 800 DIFFERENT STYLES of 
W ALTHAMS to choose from! 


4, All Waltham movements are timed by 
Waltham’s usual rigid inspection and further 
timed and tested by us, after casing, for a 
minimum of twenty-four hours before ship- 
ment, thus assuring ACCURATE and DE- 
PENDABLE PERFORMANCE. 


5 All watches are assembled. in AIR-CONDI- 
TIONED quarters thus eliminating the haz- 
ards of dust, dirt, etc.! 


@ Our WALTHAMS are delivered to you in 
EXCLUSIVE new PRESENTATION BOXES! 


7 A-W service is second-to-none for prompt- 
ness and efficiency. 


Write for Catalog Showing Exclusive A-W WALTHAMS 


® 
AISENSTEIN-WORONOCK< SONS. ne. 


ROCKEFELLER CENTER 
630 FIFTH AVENUE ° NEW YORK CITY 





America’s Leading Wholesalers — Serving The Jewelry Trade Since 1885 
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ESTABLISHED 1878 


A. HIRSCH CO. 


W. A. KAUFMAN, Pres. H. HIRSCH, V. Pres. 


35 E. WACKER DRIVE 


CHICAGO, ILL. 
DIRECT DISTRIBUTORS OF ALL AMERICAN WATCHES 
W. A. KAUFMAN LOU SIGEL DAVE WISE 
HERMAN HIRSCH SAM LIEBSON MAURICE SCHUR 
HERBERT WINTERBERG A. J. GOODMAN 


GEO. EPSTEIN 


WILL BE GLAD TO GREET YOU AT BOOTH NO. 78 
NATIONAL ASSOCIATION OF CREDIT JEWELERS' SHOW 


















































THE 
Distributors SAMUEL WEINHAUS 
WALTHAM WATCHES COMPANY 
APPROVED DISTRIBUTORS 
styled of 
in all the newest W, LT M 
and y, \ | l/ \ 
up-to-the-minute ——* 
cases and bands. WATCHES 
IF IT'S MADE WE HAVE IT 
. WRITE US 
PROMPT DELIVERIES ON THESE 
Adequate Stock NATIONALLY ADVERTISED LINES 
Fast Service INGERSOLL-WATERBURY 
NEW HAVEN WATCHES 
° SETH THOMAS CLOCKS 
L wa, 
, INTERNATIONA ’ 
The Wallenstein-Mayer Company COMMUNITY SILVER PLATE 
SUNBEAM ELECTRICAL APPLIANCES 
Wholesale Jewelers KADETTE RADIOS 
va . wc 720-722 PENN AVENUE 
incinnati, 10 
PITTSBURGH, PENNA. 
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HEADQUARTERS 


for 


WALTHAM 
ELGIN 
HAMILTON 


(ZONE 8) 
INGERSOLL 
NEW HAVEN 
WESTCLOX 


SIMMONS 
CHAINS and BRACELETS 


| HADLEY 
BRACELETS 


KESTENMAN 
BRACELETS 











TIMERS 


ONEIDA COMMUNITY 
SILVER 


|| 














| 


These famous products will 
be the headliners in popular- 
ity and profits this Fall. We 
have complete stocks and 
offer prompt service in fill- 
ing and delivering your 
orders. You will find it effi- 
cient and economical to let 
us serve as your reserve | 


supply. | 











THE A. H. FIGKEN CO.) 


850 Euclid Avenue 
CLEVELAND 


76 


HEADLINERS 


GUINAND and GALLET | 





OHIO 


a || 


| 








WALTHAM 
ELGIN 
WESTCLOX 


COMMUNITY 


Full Stocks at 
All Times 





Let Us Fill Your Orders 


Prompt Service Assured 


|A. FRISCH & CO., inc 


387 Washington St. 


BOSTON, MASS. 





FRISCH WHOLESALES “q 
































| 
| 








ALBERT WALKER Co. 


Providence, R. |. 


Wholesale Jewelers Only 





ee 


We Are Authorized 
New England Distributors 


for 


WALTHAM 
HAMILTON | 
ELGIN 


Stocks Are Complete 





Boston, Mass. 
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Exceptional reliability—a life- 


time of accurate service—beauti- 
fully designed and styled —a 


Waltham gives you everything. 


The Waltham Watch Company 
fully guarantee all of their 


watches against any defective 


material or workmanship. 


3701—17 Jewel movement, 2 Dia- 
mond, 14 karat Yellow solid goid case, 
cord attachment with clasp. 


7 
370217 Jewel movement, 2 Diamond, 
14 karat White solid gold case, silk cord 
attachment with clasp List, $72.50 


(B) 3703—15 Jewel movement, 2 Dia- 
mond, 14 karat Yellow solid gold case, 
silk cord attachment with clasp. 


List $62.50 
3704—15 Jewel movement, 2 Diamond, 


14 Karat White solid gold case, silk cord 
attachment with clasp... ...List, $62.50 


37058—15 Jewel movement, 14 karat 
Yellow solid gold case, silk cord attach- 
ment with clasp....,..2..- List, $52.50 


3706—15 Jewel movement, 14 karat 
White solid gold case, silk cord attachment 
with clasp List, $52.50 


3707—17 Jewel movement, 6 Dia- 
mond, 14 karat Yellow solid gold case, 

_ cord attachment with clasp. 
$85.00 
3708-17 Jewel movement, 6 Diamond, 
14 karat White solid gold case, silk cord 
attachment with clasp List, $85.00 


3709—17 Jewel movement, 6 Dia- 

mond, 14 karat Yellow solid gold case, 
silk cord attachment with clasp. 
WRU: eae .$85.00 
3710—17 Jewel movement, 6 Diamond, 
14 karat White solid gold case, silk cord 
attachment with clasp i 


WATCHES ARE ILLUSTRATED 


3711—17 Jewel movement, 4 Dia- 
mond, 14 karat Yellow solid gold case, 
silk cord attachment with clasp. 
$80.00 
3712—17 Jewel movement, 4 Diamond, 
14 karat White solid gold case, silk cord 
attachment with clasp i 


37 13—17 Jewel movement, 14 karat 
Yellow solid gold case, silk cord attach- 


37 1S5—17 Jewel movement, 14 karat 
Yellow solid gold case, silk cord attach- 
ment with clasp i 


3717—17 Jewel movement, 14 karat 


Yellow solid gold case, silk cord attach- 
ment with clasp i 


%yths ACTUAL SIZE 


Gift Boxes 
These Waltham watches are al! 
delivered in beautiful gilt trimmed 
display boxes as pictured above. 


3719—17 Jewel movement, 14 karat 
Yellow gold filled case, silk cord attach- 


3720—17 Jewel movement, 14 karat 
White gold filled case, silk cord ae 














WALTHAM“ 


3721—15 Jewel movement, 14 karat 
Yellow solid gold case, silk cord attach- 

i List, $55.00 
3722—15 Jewel moyement, 14 karat White 
Solid gold case, silk cord attachment with 
clasp List, $55.00 


3723—15 Jewel movement, 10 karat 
=~ Yeliow rolled gold plate case, silk cord 
attachment with clasp 
3724—15 Jewel movement, 10 karat Yel- 


> Jew rolled gold plate case, curb chain attach- 


ment with ratchet clasp. ...List, $47.00 


3725—15 Jewel movement, 10 karat 
Yellow gold filled case, silk cord attach- 
‘ment with clasp..........-List, $47.50 


3726—15 Jewel movement, 10 karat White 
gold filled case, silk cord attachment with 
soe badounitee ee «sees. List, $47.50 


3727—15 Jewel movement, 10 karat 

Yellow gold filled case, silk cord attach- 
ment with clasp List, $47.50 
3728—15 Jewel movement, 10 karat Yel- 
low gold filled case, curb chain attachment 
with ~atchet clasp 


3729—15 Jewel movement, 10 karat 
Yellow gold filled case, silk cord attach- 
ment with clasp i 
3730—15 Jewel movement, 10 karat Yel- 
low gold filled case, curb chain attachment 
with ratchet clasp List, $50.00 


3731—15 Jewel movement, 10 karat 

Yellow gold filled case, curb chainattach- 
ment with ratchet clasp. . ..List, $50.00 
3732—15 Jewel movement, 10 karat White 
gold filled case, curb chain attachment with 
ratchet clasp i 

3733—15 Jewel movement, 14 karat 

Yellow solid gold case, silk cord attach- 
ment with clasp List, $55.00 
3734—17 Jewel movement, 14 karat Yel- 
low solid gold case, silk cord attachment 
with clasp List, $57.50 

3735—17 Jewel movement, 2 Dia- 

mond, 14 karat Yellow solid gold case, 
silk cord attachment with clasp. 


WATCHES ARE ILLUSTRATED &%ths ACTUAL SIZE 


3736—17 Jewel movement, 2 Diamond, 
14 karat White solid gold case, silk cord 
attachment with clasp List, $62.50 


3737—17 Jewel movement, 4 Dia- 
mond, 14k. Yellow solid gold case, silk 
cord attachment with clasp. List, $67.50 
3738—17 Jewel movement, 4 Diamond, 
14 karat White solid gold case, silk cord 
attachment with clasp List, $67.50 





The cases on Waltham watches are of the same 


high standard as the movements and are cor- 


rectly marked as to quality and gold content. 


og Sep EER 


3739—15 Jewel movement, 10 karat 
Yellow gold filled case, silk cord attach- 
ment with clasp 
3740—15 Jewel movement, 10 karat White 
gold filled case, silk cord attachment with 


B) 3741—15 Jewel movement, 10 karat 
Yellow gold filled case, silk cord attach- 
ment with clasp i 


3742—17 Jewel movement, 10 karat Yel- 
low gold filled case, silk cord attachment 
with clasp 


3743—15 Jewe! movement, 10 karat 

Yellow gold filled case, filled link brace- 
let with ratchet clasp.......List, $47.50 
3744—15 Jewel movement, 10 karat White 
gold filled case, filled link bracelet with 
ratchet clasp i 


3745—15 Jewel! movement, 10 karat 
Yellow gold filled case, silk cord attach- 
ment with clasp List, $46.00 
3746—17 Jewe! movement, 10 karat Yel- 
low gold filled case, silk cord attachment 


3747—15 Jewel movement, 10 karat 
Yellow gold filled case, filled link brace- 


3748 —17 Jewe! movement, 10 karat Yel- 
low gold filled case, filled link bracelet with 


3749—15 Jewel movement, 10 karat 
Yellow gold filied case, silk cord attach- 


3750—17 Jewel movement, 10 karat Yel- 
low gold filled case, silk cord attachment 


3751—9 Jewel movement, 10 karat 
Yellow rolied gold plate case, link brace- 
let with ratchet clasp..... . .List, $37.50 


WATCHES ARE ILLUSTRATED %ths ACTUAL SIZE 


3752—15 Jewel movement, 10 karat Yel- 


low rolled gold plate case, link bracelet with 


3753—9 Jewel movement, 10 karat 
Yellow rolled gold plate case, silk cord 


37 54—15 Jewel movement, 10 karat Yel- 
low rolled gold plate case, silk cord attach- 


3755S—9 Jewel movement, 10 karat 


Yellow rolled gold plate case, silk cord 


37S6—15 Jewel movement, 10 karat Yel _ 
tow Cod gold Pile ciety es ert Se 
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3757—17 Jewel movement, 10 karat 
Yeliow rotied gold plate case, link brace- 

let with ratchet clasp i 
3758—17 Jewel movement, 10 karat White 
rolled gold plate case, link bracelet with 
List, $42.50 


) 3759—9 Jewel movement, 10 karat 
Yellow rolled gold plate case, link brace- 
let with ratchet clasp...... .List, $32.50 
3760—15 Jewel movement, 10 karat Yel- 
low rolled gold plate case, link bracelet with 

List, $37.50 


3761—9 Jewel movement, 10 karat 
Yellow rolled gold piate case, link brace- 
let with ratchet clasp 


3762—17 Jewel movement, 10 karat Yel- 
low rolied gold plate case, link bracelet with 
ratchet clasp 


3763—9 Jewel movement, 10 karat 
Yellow rolled gold plate case, silk cord 
attachment with clasp 
3764—17 Jewel movement, 10 karat Yel- 
low rolled gold plate case, silk cord attach- 
ment with clasp List, $42.50 


376S—9 Jewel movement, 10 karat 
Yellow rolied gold plate case, link brace- 
let with ratchet clasp i 
3766—15 Jewel movement, 10 karat Yel- 
low rolled gold plate case, link bracelet with 
ratchet clasp List, $37.50 


F 3767—9 Jewel movement, 10 karat 
Yellow rolled gold plate case, link brace- 

let with ratchet clasp List, $32.50 
3768—9 Jewel movement, 10 karat White 
rolled gold plate case, link bracelet with 
ratchet clasp List, $32.50 


3769—9 Jewel movement, 10 karat 
Yellow rolled gold plate case, silk cord 
attachment with clasp 
3770—15 Jewel movement, 10 karat Yel- 
low rolled gold plate case, silk cord attach- 
ment with clasp i 
(Can also be furnished with regular Arabic dial.) 


3771—9 Jewel movement, 10 karat 
Yellow rolled gold plate case, silk cord 
attachment with clasp List, $36.00 


WATCHES ARE ILLUSTRATED %ths ACTUAL SIZE 


3772—9 Jewel movement, 10 karat White 
rolled gold plate case, silk cord attachment 
with clasp List, $36.00 


3773—9 Jewel movement, 10 karat 

Yeliow rolled gold plate case, silk cord 
attachment with clasp..... .List, $36.00 
3774—15 Jewel movement, 10 karat Yel- 
low rolled gold plate case, silk cord attach- 
ment with clasp 





Waltham’s original inventions produced the first 


reasonably priced quality watch and their 


scientific methods produce the best values today. 


377S—17 Jewel movement, 10 karat 
Yellow gold filled case, pigskin strap 
and buckle List, $47.50 


3776—21 Jewel movement, 10 karat Yel- 
low gold filled case, pigskin strap and buckle. 


(B) 3777—21 Jewel movement, 14 karat 
Yellow solid gold lapped case, pigskin 
strap and buckle 


3778 —17 Jewel movement, 14 karat Yel- 
low solid gold lapped case, pigskin strap and 
List, $75.00 


3779—17 Jewel movement, 10 karat 
Yellow gold filled lapped case, pigskin 
strap and buckle. .. List, $47.50 


3780—21 Jewel movement, 10 karat Yel- 
low gold filled lapped case, pigskin strap and 


(Special curved back.) 


WATCHES 


ARE ILLUSTRATED 


3781—21 Jewel movement, 10 karat 
Yellow gold filled case, pigskin strap 
and buckle List, $57.50 


3782—17 Jewel movement, 10 karat Yel- 
ow gold filled case, pigskin strap and buckle. 


(Special deep curved back.) 


3783—17 Jewel movement, 10 karat 
Yellow gold filled case, pigskin thong 
with ratchet clasp 
3784—21 Jewel movement, 10 karat Yel- 
low gold filled case, pigskin thong with 
ratchet clasp 
(Regular Arabic dial available if desired.) 


ths ACTUAL SIZE 
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3785 —21 Jewel movement, 10 karat 
Yellow gold filled case, pigskin strap 


3786—17 Jewel movement, 10 karat “el- 
low gold filled case, pigskin strap and bucxle, 


(Special curved back.) 


3787—17 Jewel movement, 10 karat 


3788—21 Jewel movement, 10 karat yel- 
low gold filled case, pigskin strap and buckle, 














. 


3789—15 Jewel movement, 10 karat 
Yellow gold filled case, pigskin strap 


3790—17 Jewo! movement, 10 karat Yel- 
low gold filled ease, pigskin strap and buckle. 


(Special curved back.) 


B) 3791—17 Jewel movement, 10 karat 
Yeliow gold filled case, pigskin strap 


3792—17 Jewel movement, 10 karat Yel- 
low gold filled case, filled link band with 


(Special deep curved back.) 


3793—15 Jewel movement, 10 karat 
Yellow gold filled case, pigskin strap 


3794—17 Jewel movement, 10 karat Yel- 
low gold filled case, pigskin strap and buckle. 


3795—9 Jewel movement, 10 karat 
Yellow rolled gold plate case, pigskin 
thong with ratchet clasp . . . List, $33.00 


3796—17 Jewel movement, 10 karat Yei- 


low rolled gold plate case, pigskin thong with 
ratchet clasp List, $43.00 


WATCHES 


ARE ILLUSTRATED 


3797—15 Jewel movement, 10 karat 
Yellow rulled gold plate case, pigskin 
strap and buckle List, $37.50 


3798—17 Jewel movement, 10 karat Yel- 
low rolled gold plate case, pigskin strap and 


(Special deep curved back.) 


3799—9 Jewel movement, 10 karat 
Yellow rolled gold plate case, link band 
with ratchet clasp 


37100—17 Jewel movement, 10 karat 
Yellow rolled gold plate case, link band with 


Y’ths ACTUAL SIZE 
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© 37101—9 Jewel movement, 10 karat 
Yellow rolled gold plate case, pigskin 
strap and buckle List, $32.50 
37102—17 Jewel movement, 10 karat 
Yellow rolled gold plate case, pigskin strap 

List, $42.50 





Experience in watchmaking—80 years of 


it—makes Waltham able to produce 


the best watch values available today. 


37103—21 Jewel movement, 10 
karat Yellow gold filled case, pigskin 
strap and buckle List, $55.00 


37104—17 Jewel movement, 10 karat 
Yellow gold filled case, pigskin strap and 
List, $45.00 


(B) 3710S—i7 Jewel movement, 14 
karat Yellow gold filled case, pigskin 
strap and buckle List, $47.50 
37106—21 Jewel movement, 14 karat 
Yellow gold filled case, pigskin strap and 
List, $57.50 


37107—9 Jewel! movement, 10 karat 
Yellow rolled gold plate case, link band 
with ratchet clasp List, $32.00 


37108—15 Jewel movement, 10 karat 
Yellow rolied gold plate case, link band with 
ratchet clasp List, $39.50 


37109—9 Jewel movement, 10 karat 
Yellow rolled goid plate case, pigskin 


37110—15 Jewel movement, 10 karat 
Yellow rolled gold plate case, pigskin strap 


37111—9 Jewel movement, 10 karat 
Yellow rolled gold plate case, link band 
with ratchet clasp 


37112—15 Jewel movement, 10 karat 
Yellow rolled gold plate case, link band with 


WATCHES ARE ILLUSTRATED %ths ACTUAL SIZE 
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37113—9 Jewe! movement, 10 karat 
Yellow rolled gold plate case, pigskin 


37114—15 Jewel movement, 1) karat 
Yellow rolled gold plate case, pigskin strap 


(Special deep curved back.) 


3711S—9 Jewel movement, “0 karat 
Yellow rolled gold plate case, pigskin 
strap and buckle i 


37116—15 Jewel movement, 10 karat 
Yellow rolled gold plate case, pigskin strap 
List, $37.50 











Exceptional reliability—a life- 
time of accurate service—beauti- 
fully designed and styled —a 
Waltham gives you everything. 


The Waltham Watch Company 
fully guarantee all of their 
watches against any defective 
material or workmanship. 


A 37117—9 Jewel movement, Sweep 
second hand, Me pe Valiow rolled 
pigsk strap an 
$32.00 


37118—17 Jewei movement, Sweep sec- 
ond hand, 10 _— Lp Fg gold plate 
case, pigskin strap an 6. 

List $42.00 


37119—9 Jewel movement, (same as 
No. 37117) with regular second hand instead 
of Sweep second hand List, .0o 


37121—*% Jewel movement, 10 karat 
Yellow rolied gold plate case, Stainiess 
steel back, pigskin strap and ——. s 


37122—17 Jewel movement, 10 karat 


Yellow rolled gold plate onne, Stainless steel 
back, pigskin strap and buckle. 
List $32.50 


37123—21 Jewel movement, 10 karat 
Yeliow rolied gold plate case, Stainless stee! 
back, pigskin strap and buckle... $42.50 


37124—9 Jewel movement, 10 karat 
Yellow rolled gold plate case, Stainless 
steel! back, pigskin strap and buckle. 
List .$25. 


37125—17 Jewel movement, 10 karat 
Yellow rolled gold plate case, Stainless stee! 
back, pigskin ws and buckle. 

List. .$32.50 
37126—21 ‘Jewel movement, 10 karat 
Yellow rolied gold plate case, Stainiess stee! 
back, pigskin strap and buckle. 

List $42.50 


37127—9 Jewel movement, 10 karat 
Yellow rolled gold .plate case, Stain- 


WATCHES ARE ILLUSTRATED 


ist 
37128—17 Jewel movement, 10 karat 
Yellow roHed gold plate case, Stainless steel 
back, pigskin strap and buckle. 
List 
37129—21 Jewel movement, 10 karat 
Yellow rolled gold plate case, Stainless steel! 
— pigskin strap and buckle. 


37130—17 Jewel Colonia) move- 
ment, 14 karat Yellow solid gold case, 
Butler back .0o 
37131—21 Jewel Colonial onaceiment, 14 
karat Yellow solid gold case, Butler back. 
.$95.00 


37132—17 Jewel Colonial move- 
ment, 10 karat Yellow gold filled case, 
Butler back ist, $45.00 


Aths ACTUAL SIZE 


) Jess steel back, pigskin strap and buckle. 
$25.00 


Gift Boxes 


These Waltham watches are all 
delivered in beautiful gilt trimmed 
display boxes as pictured above. 


37133—21 Jewel Colonial movement, 10 
karat Yellow gold filled case, Butler back. 
List $60.00 
(37132 and 37133 can also be furnished with 
Arabic dial as shown in illustration “E”.) 


)Yeow ro Ped rv movement, 10 ae 
eliow rol gold plate case, Butler 

List, $27.50 
37338-47 Jewel movement, 10 karat 


Yellow rolled gold plate cage, Butler back. 
List $35.00 
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LUXURY — within the reach of all 


In symmetry, in lustre, in all the qualities by which merit 
is measured these shimmering spheres of pastel tinted 
oveliness rival the result of any normal or accidenta 
creation. Because of their beauty, because of their 
moderate price, MIKIMOTO CULTIVATED PEARLS are 
both flattering to the wearer and considerate of 
the donor. 


If a visit to 
one of our eee * 
offices is not ’ ms 
con a: aa New York Office 

Vv / - ' : 
we invite Los Angeles Office 
your inquiry Chicago Office 


by mail Head Office: Ginza, Tokyo 


M\ikimoto.. mn 


Branches: Kobe, London, Paris, Bombay 


MIKIMOTO CULTIVATED PEARLS express personality of 
the wearer—and lend distinctive atmosphere to your 
disolay—in window or in jewelry case. Alone, they impart 
a feeling cf luxury and refinement which reflect the tone 
of the store. As a featured unit, they add dignity and 
solendor to the merchandise with which they are 


By Warrant of 
Appointment 
To Their Majesties 


630 Fifth Ave. 
649 South Olive St. 
55 E. Washington St. 
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NEW CLIPS FOR THE FALL by C. A. JAKOBE 


Changing dress fashions call for new jewelry ard the designers who answer this demand 

with designs that express the modern trend find ready acceptance for their creations. 

Clips have been in Dame Fashion’s favor for some time and are still acceptable among 

discriminating women who choose their jewelry in keeping with good taste. The 

designs shown above emphasize the use of diamonds in baguette and other attractive 

cuttings. Streamlines in jewelry are becoming more popular and these designs 
reflect this tendency in a marked degree 


80 THE JEWELERS’ CIRCULAR-KEYSTONE 
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ohh 
Price... Quality 
febate! Design 


A Combination 
Emboding The Very 


Principle of Pres ent : 
STAR SAPPHIRE 


Day ven - way a ame a 


AS A BROACH PIN 


WE APPRECIATE THE OPPORTUNITY 


TO SERVE YOUR MEMO NEEDS.: 


_ SPECIAL ORDERS 5 PROMETE / 


EST! MATES 
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CHROMIUM | 
CHASE 


People buy Chase Chromium because it is so beautiful and so useful. Chase 
Advertising helps keep them buying. On the back of this page you will find 
Chase National Advertising Plans for the fall season. 





























TER HOMES 
3 GARL ENDS 

































@ The beautiful full-color illustration on the other side of this 
page will appear in The American Home, Harper’s Bazaar and 
Vogue, at the height of the gift buying season. It’s one of 
many Chase Fall Advertisements that will be seen by millions 
of shoppers from coast to coast. See the chart below for the 
actual appearance dates of Chase advertising in seven leading 
national magazines . . . and for Chase promotion helps that 


will put this advertising to work for you. 


a 


by CHASE 
















SEPTEMBER 20 


The October issue of THE AMERICAN HOME 
carries the story of smart, practical Chase 
Chromium into nearly one million homes. 





NOVEMBER 1 


Full-page, full-color Chase Christmas advertise 
ment goes to 160,000 readers of November 


HARPER’S BAZAAR. 











OCTOBER 15 


November WOMAN’S HOME COMPANION 
displays the Chase Buffet Warming Oven and 
Snack Server to 2,700,000 readers. 


NOVEMBER 15 


150,000 style-minded VOGUE readers see the 
full-color Chase Christmas advertisement. 
December WOMAN’S HOME COMPANION 


advertisement features Chase table accessories. 





OCTOBER 20 
Striking full-color advertisement in November 
issue of THE AMERICAN HOME features 


“Gifts by Chase” for early Christmas shoppers. 


NOVEMBER 20 
December issue of THE AMERICAN HOME 
displays a great variety of Chase Gifts “for the 
smoker.” 





OCTOBER 25 
November issues of GOOD HOUSEKEEPING 
and BETTER HOMES AND GARDENS reach 
more than 3,500,000 prospects with a “Shoppers 
Guide” of gifts by Chase. 








NOVEMBER 25 


HOUSE AND GARDEN and GOOD HOUSE- 
KEEPING for December carry Chase Chro- 
mium advertisements to 2,200,000 gift-minded 
readers. 








LITERATURE AND DISPLAY MATERIAL TO TIE-IN 
YOUR STORE WITH CHASE ADVERTISING 


GIFT FOLDERS 


New, enclosure-size, four-color Chase Folder 
illustrates and describes 40 gifts at popular 
prices. Order your supply now from the address 
below. ($1.00 perthousand imprinted with your 
store name and address.) 












EMILY POST BOOK 


“How To Give Buffet Suppers”... one of the 
most popular pieces of giftware literature ever 
printed. Let it help you sell more Chase table 
accessories this Christmas. 10¢ each retail. 5¢ 
in quantity to dealers only. 








DISPLAY CARDS 


Chase four-color advertisement mounted on the 
familiar “As Seen In Vogue” cards. An ideal 
tie-up with Chase National Advertising. Use it 
with your window and table displays. 





CHASE SHOP BOOK 
New ideas for practical Chase departments. . . 
complete with plans, specifications, color guides 
and photographs. Write for your copy now, and 

double your sales of Chase gifts. 












CHASE BRASS & COPPER CO, 


Specialty Sales Division 
ower, 10 East 40th Street, New York City 
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W hat price Service 


A great industrialist once said, “There is no substitute for experi- 
ence.” @ While it is very gratifying to have our friends assure us of 
their appreciation of the resources of seasoned, engineering minded, 
creative people who make up our productive group, far more im- 
portant as a proof of the job we are doing is the increased 
number of stores that this year have made use of our service, and 
the greatly increased number of installations which have been 
designed and manufactured by us. @ In addition, we sincerely 


urge you to visit our Booth at the Chicago Show where new 





samples of modern packaging and examples of unusual and 
| striking displays demonstrate, in visible and practical form, Wolf- 
sheim & Sachs designs. We cordially invite you to meet with our 
principals or technical staff to consult on your specific problem. 


Send for our booklet, ‘““New Profits from Old Windows’ —It’s Free! 


20 West 47th Street, New York, N. Y. 
Established 1888 


| 
| 
| WOLFSHEIM < SACHS 
| 
| 


F Manufacturers of Jewelry Boxes, Showcase Trays and Window Displays 


FINE DISPLAYS Bee PROFIT TO YOUR PRODUCT 
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COMMUNITY PLATE 
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This Valuable COMMUNITY PLATE DeLuxe Display FRH 


By Purchasing the 
Valuable because it is built of 42 heme CPR 7] E FOR 8 This Free Display is just @ 
a newly created velvety fabric whe ILLUSTRATED more outstanding proof t 
(size 36 x 40 inches) that you $ o~ 75 Community Plate backs 
can use again and again. The ys é dealers with active, practi 


Small Pierced Servers illustrat- cooperation — that helps 


ed cost you 20c each. You sell CONSUMER'S PRICE sell silverware. . . Picture # 


for 25c to introduce this New In the New Display in your window —a 


Design. Packed: units of 2 doz. CORONATION CHEST order from your jobber Ne 
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